ANT, 
Hi 


RALPH R. ROBERTS 
#1 SALESMAN 


mi GIANT... MADMAN 


“Ralph Roberts is a dedicated and passionate professional. He lives by the 
words he writes.” 


—Danielle Kennedy, speaker and author of How to List and Sell Real Estate, Double 
Your Income in Real Estate Sales, and workingmoms.calm 


“Roberts has tapped into much more than selling. This book is a great instru- 
ment for the business community. It details how to become successful in life 
regardless of the challenges. Ralph is teaching us how to make certain that we 
are well organized, focused, and on target. | highly recommend this text for 
all types of people. A great book, easy to read, and full of solid information, 
Roberts is offering us something that will really make a difference.” 


—Carl S. Taylor, Professor, College of Social Science, Michigan State University 


“Sales is more than just selling something—it’s a process and a total image! 
Walk Like a Giant, Sell Like a Madman is more than a book—it's a success 
blueprint for anyone involved in any type of sales. Ralph is the master mad- 
man!” 


—Chip Cummings, CEO, Northwind International Corp. 


“Novice to veteran, no matter what industry, every salesperson will gain new 
ideas from this book. Don’t miss out; your competition won't!” 


—Lance N. Avery, President, Greyhound Technologies, Ltd. 


“Last year, | spent $12,000 on sales coaching. | could have saved myself 
a fortune by simply buying Walk Like a Giant, Sell Like a Madman. Ralph 
Roberts is an expert salesman who knows the ropes, and he generously 
shares his secrets in this musthave guide.” 


—Eric Pruitt, Realtor, Home Selling Team 


ISBN 976-0-470-37281-4 
| | HI | | 52495 


9780470372814 


$24.95 USA/$26.95 CAN 


In a single year in his stunningly success- 
ful career as a real estate salesman, Ralph 
Roberts sold more than six hundred prop- 
erties—hundreds more than the average 
salesperson! In Walk Like a Giant, Sell Like 
a Madman, this legendary master salesman 
shows you how to achieve the same amaz- 
ing level of success that made him a sales 
superstar. 


There was a time when Roberts struggled 
for every sale just like everyone else, but 
through a seven-step process, he trans- 
formed himself from ordinary to extraordi- 
nary. Now, he leads you down the same 
path of professional growth, showing you 
how to achieve the necessary positive atti- 
tude, adopt an entrepreneurial philosophy, 
dig up more and better referrals, and hone 
your people skills. 


Plus, this new Second Edition has been 
updated and expanded to bring it into line 
with changes since the last edition, including 
new technology and online opportunities for 
building your career, your reputation, and 
plenty of buzz. 


Step by step, you'll learn how to: 


* Motivate yourself with goals and rewards 


* Be accountable through personal 
partnering 


® Stop hunting for leads and start farming 
them instead 


¢ Hire an assistant to handle bothersome 
tasks 


* Develop systems for streamlining 
operations 


* Build your personal brand through 
self-promotion 


(continued on back flap) 


(continued from front flap) 


¢ Earn credibility and build a sense of 
community with your own blog 


¢ Market yourself through online social 
media and a Web site 


¢ Build and manage a sales team 
¢ Fire your worst clients . . . nicely, of course 
¢ Become a lifelong learner 


If you want to master the art of selling, this 
expanded, updated resource helps you 
develop the skills you need, hone your pre- 
sentation, and polish your game.-In sales, 
there are only winners and losers. To fight 
your way to the top, learn to Walk Like a 
Giant, Sell Like a Madman. 


RALPH R. ROBERTS 
is one of the nation’s 
top real estate sales- 
men, a _ recognized 
authority on real estate 
and mortgage fraud 
prevention, and an 
award-winning speaker, 
sales coach, and con- 
sultant. He is also the author of several 
books, including Advanced Selling For 
Dummies with Joe Kraynak and Mortgage 
Myths with Chip Cummings, both from 
Wiley. For more information, please 
visit Wwww.ralphroberts.com = and 
www.aboutralph.com. 


- 


Subscribe to our free Business eNewsletter at 
wiley.com/enewsletters 


wiley.com 


Walk Like a 
Giant, Sell Like 
a Madman 


America’s #1 Salesman 
Shows You How to Sell 
Anything! 


Second Edition 


Ralph R. Roberts 
with Joe Kraynak 


John Wiley & Sons, Inc. 


Copyright © 2008 by Ralph Roberts and Joe Kraynak. All rights reserved. 


Published by John Wiley & Sons, Inc., Hoboken, New Jersey. 
Published simultaneously in Canada. 


No part of this publication may be reproduced, stored in a retrieval system, or 
transmitted in any form or by any means, electronic, mechanical, photocopying, 
recording, scanning, or otherwise, except as permitted under Section 107 or 108 of the 
1976 United States Copyright Act, without either the prior written permission of the 
Publisher, or authorization through payment of the appropriate per-copy fee to the 
Copyright Clearance Center, Inc., 222 Rosewood Drive, Danvers, MA 01923, (978) 
750-8400, fax (978) 646-8600, or on the web at www.copyright.com. Requests to the 
Publisher for permission should be addressed to the Permissions Department, John 
Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030, (201) 748-6011, fax (201) 
748-6008, or online at http://www.wiley.com/go/permissions. 


Limit of Liability /Disclaimer of Warranty: While the publisher and author have used 
their best efforts in preparing this book, they make no representations or warranties 
with respect to the accuracy or completeness of the contents of this book and 
specifically disclaim any implied warranties of merchantability or fitness for a 
particular purpose. No warranty may be created or extended by sales representatives 
or written sales materials. The advice and strategies contained herein may not be 
suitable for your situation. You should consult with a professional where appropriate. 
Neither the publisher nor author shall be liable for any loss of profit or any other 
commercial damages, including but not limited to special, incidental, consequential, 
or other damages. 


For general information on our other products and services or for technical support, 
please contact our Customer Care Department within the United States at (800) 
762-2974, outside the United States at (317) 572-3993 or fax (317) 572-4002. 


Wiley also publishes its books in a variety of electronic formats. Some content that 
appears in print may not be available in electronic books. For more information about 
Wiley products, visit our web site at www.wiley.com. 


Library of Congress Cataloging-in-Publication Data: 


Roberts, Ralph R., 1956- 

Waik like a giant, sell like a madman : America’s #1 salesman shows you 
how to sell anything! / Ralph R. Roberts ; with Joe Kraynak. — 2nd ed. 

p- cm. 

Includes index. 

ISBN 978-0-470-37281-4 (cloth) 

1. Real estate business—United States—Marketing. 2. Real estate agents— 
United States. I. Kraynak, Joe. II. Title. 

HD1375.R594 2008 

333.33068’8—dc22 2008014640 


Printed in the United States of America. 
1098 765 432421 


Contents 


About the Authors xv 
Acknowledgments xvii 
Introduction xix 
CHAPTER ONE Taking the Seven Steps to Sales Success 1 
Step One: Be a Salesperson, Not an Order Taker 2 
Step Two: Get All the Education You Can 4 
Doing It My Way 4 
Easy In, Easy Out 5 
Read, Read, Read! 5 
Step Three: Spend Money to Make Money 7 
Invest in Yourself 7 
Borrow If You Must 8 
Step Four: Follow in the Footsteps of Success 8 
Success Stands Out 8 
Mentors: The Essential Ingredient 9 
Following in the Footsteps of Zig Ziglar 10 
Success Leaves Big Footprints 10 
Don’t Be Too Proud to Ask for Help 11 
My Shadow Program 12 
A Million Questions a Year 12 
Step Five: Nurture Relationships 13 
Know Your Product or Service 13 
Sell the Benefits 14 
Your Client’s Success Is Your Success 14. 


vi Contents 


Step Six: Master the Tools of Your Trade 
Identify the Best Tools and Technologies 
Adopt New Technologies Gradually 
Seize Change 

Step Seven: Stick to It 

Your Chapter 1 Checklist 


CHAPTER TWO Motivating Yourself with Goals 
and Rewards 

Setting a Goal 

Keeping It Realistic... or Not 

Setting Deadlines 

Breaking Down Your Goal into Milestones 

Choosing a Reward 

Envisioning Your Future Achievement 
Share Your Goal with Others 
Create a Goal/ Reward Collage 
Evolution of My Goal/Reward Collage 

Rewarding Yourself in Advance 

Your Chapter 2 Checklist 


CHAPTER THREE Becoming Accountable through 
Personal Partnering 
Choosing a Partner 
Identifying Areas for Improvement 
List Your Lesser Strengths 
Obtain a Sales Skills Assessment 
Obtain Input from Fellow Salespeople 
Ask Your Clients for Input 
Ask Your Boss 
Prioritize Your Areas for Improvement 
Writing a Partnering Plan 
Meeting with Your Partner 
Agree on the Ground Rules 
Keep Each Other on Track 


15 
15 
16 
16 
16 
17 


19 
20 
20 
21 
21 
22 
23 
24 
25 
25 
26 
27 


29 
30 
31 
31 
33 
33 
34 
35 
36 
36 
37 
38 
38 


Contents vii 


Review One Another’s Performance 39 
Celebrate Your Mutual Success 40 
Your Chapter 3 Checklist 40 
CHAPTER FOUR Stop Hunting, Start Farming 43 
Choosing Your Farm 44 
Leverage the Built-In Customer Base 44 
Research Potential Farms 45 
Get to Know Your Farm 45 
Press the Flesh 46 
Sowing the Seeds of Future Business 47 
Build a Robust Database 48 
Keep in Touch 49 
Give Memorable Gifts 49 
Support your Communities 50 
Surviving the Transition from Hunter to Farmer 51 
Your Chapter 4 Checklist 51 
CHAPTER FIVE Catering to Marketplace Diversity 53 
Exploring Different Demographics 54 
Identifying Generational Differences 54 
Selling to the Physically Challenged 59 
Green Is the Only Color You Should See 60 
Breaking the Gender Barrier 61 
Letting Your Customer Take the Lead 63 
Getting Curious 63 
Your Chapter 5 Checklist 64 
CHAPTER SIX Hiring Your First Assistant 65 
Everyone Needs at Least One Assistant 66 
Why We Hesitate 67 
Start Small, Grow Large 67 
Adding More and More 68 
Knowing Whom to Hire 69 


Visual or Virtual? 69 


Vili Contents 


Hire the Best You Can Get 

Avoid Snap-Judgment Hiring 

Assign Meaningful Job Titles 

Train Them, Then Trust Them 

Pay Them to Keep Them 

Be Kind to Them—They’re Only Human 
Your Chapter 6 Checklist 


CHAPTER SEVEN Assembly Line Selling 
Breaking Everything You Do into Steps 
Identify Procedures 
Break Procedures into Tasks 
Break Tasks into Steps 
Delegate the Work 
Tracking Transactions: A Case Study 
Green Folders, Red Folders 
Keeping Me Out of It 
Expanding Your Business with Systems 
Plan the Work; Work the Plan 
Beginning to Change 
You're a Business, Not an Employee 
Not Perfect, but Good 
Your Chapter 7 Checklist 


CHAPTER EIGHT Hosting Your Own Hour 


of Power 
Hour of Power Origins 
The Goal: Pearls Called Referrals 
No Selling! 
No Interruptions 
Make the Commitment 
Keep a Tally Sheet 
Just Do It! 
Force Yourself into the Zone 
Extend Your Hour of Power to Other Tasks 


70 
71 
71 
72 
73 
73 
74 


77 
78 
79 
79 
80 
80 
80 
82 
82 
83 
84 
85 
86 
87 
87 


89 
90 
90 
91 
92 
92 
93 
93 
94 
94 


Contents 


Focus on Dollar-Productive Activities 
Your Chapter 8 Checklist 


CHAPTER NINE Dating Your Leads before 
Someone Else Does 
It Takes Five to Seven Contacts to Make a Sale 
Implement a Foolproof Lead Follow-Up System 
Receiving Leads 
Categorizing Leads 
Importance of Being First 
Launching a Drip Campaign 
Remain Persistent without Being Overbearing 
Your Chapter 9 Checklist 


CHAPTER TEN Building a Brand through 
Shameless Self-Promotion 
The Emphasis Is on Self 
Comprehensive and Unrelenting 
Comprehensive 
Unrelenting 
Discovering Your Unique Brand Focus 
Designing an Attractive Marketing Packet 
Doing Regular Press Releases 
Prepare Your Press Release 
Release Your Press Release 
Establishing a Strong Internet Presence 
Generating Free Publicity and Positive Press 
Make Yourself Available to Reporters 
Earn a High Profile in Your Communities 
Investing in Paid Advertising 
Marketing through Professional and Personal 
Networks 
Market through Professional Networks 
Market through Existing Clients 
Your Chapter 10 Checklist 


ix 


96 
97 


99 
100 
100 
102 
103 
104 
105 
108 
109 


111 
112 
113 
113 
114 
115 
116 
118 
118 
121 
122 
123 
123 
124 
125 


127 
127 
129 
130 


x Contents 


CHAPTER ELEVEN Blogging Your Way to Credibility 131 


Understanding the Basics 132 
Add a Style with Design (Presentation) Templates 133 
Build Community 133 
Understand the Two Main Components 134 

Test Driving a Blog for Free 135 

Choosing a Blog Host and Platform 135 
Free, Hosted Platforms 136 
Keep It Simple with Turnkey Solutions 136 
Do It Yourself with a Standalone Platform 136 
Get the Best of Both Worlds with Remote Hosting Options 138 

Avoiding the Temptation to Advertise 138 

Earning Higher Search Engine Rankings 139 
Post Fresh Content with Key Words and Phrases 139 
Add SEO Title Tags to Blog Entries 140 
Add Links to and from Your Blog 141 
Register Your Blog with Blog Directories 142 
Contribute to Other People’s Blogs 142 

Your Chapter 11 Checklist 143 


CHAPTER TWELVE Tapping the Power of Social 


Media Marketing 145 
What Constitutes Social Media? 146 
Grasping the Pros and Cons of Social Media Marketing 149 
Taking Advantage of Social Media Marketing 150 
Your Chapter 12 Checklist 153 


CHAPTER THIRTEEN Creating and Maintaining Your 


Own Web Site 155 
Securing Your Own Domain 156 
Planning Your Web Site 157 
Hiring a Professional Web Designer 160 
Promoting Your Web Site 160 


Your Chapter 13 Checklist 163 


Contents 


CHAPTER FOURTEEN Blasting Out of Your 
Sales Slump 

Hold Yourself Accountable 

Figure Out What’s Changed 

Set a Goal and Reward 

Surround Yourself with Positive People 

Focus on the Fundamentals 

Pick up the Phone 

Grow Out of It 

Ramp up Your Marketing Efforts 

Shadow a Top Producer or Hire a Coach 

Start Now! 

Work on Today’s Business, Tomorrow’s Business, 
and Future Business 

Your Chapter 14 Checklist 


CHAPTER FIFTEEN Building and Managing Your Own 
Sales Team 

What Is a Sales Team? 

Taking a Lesson from Your Dentist 

Identifying the Benefits of Sales Teams 

Knowing When You Need a Team 

Drawing up Your Team Roster 

Keeping Your Sales Team on Track 

Honing Your Team Management Skills 

Your Chapter 15 Checklist 


CHAPTER SIXTEEN You're Fired! Firing Your 
Worst Clients 

Identifying Your Best Clients 

Retaining Your Best Clients 

It’s Not You; It’s Me—Letting Them Down Easy 

Adding Better Clients 

Your Chapter 16 Checklist 


xi 


165 
165 
166 
167 
168 
169 
169 
170 
171 
172 
174 


175 
175 


177 
178 
179 
179 
181 
182 
183 
184 
187 


189 
190 
190 
191 
193 
194 


xii Contents 


CHAPTER SEVENTEEN Becoming a Lifelong Learner 
Attend Industry Conferences 

Read Industry-Related News and Reports 

Read a Book 

Listen to Audio Books 

Take a Class 

Explore New Technologies 

Obtain Advice from a Mentor or Coach 

Spread the Word 

Your Chapter 17 Checklist 


CHAPTER EIGHTEEN Partnering Your Way to 
Unlimited Success 

Tapping the Synergistic Power of Business Partnerships 

Forming Partnerships to Fill the Gaps 

Three Steps to Partnering Your Way to Success 

Drawing Up a Partnership Agreement 

Forming Unique Business+Business Partnerships 

Your Chapter 18 Checklist 


CHAPTER NINETEEN Scaling Your Business with 
Virtual Assistants 
What Is a Virtual Assistant? 
What Can an Experienced Virtual Assistant Do for You? 
Advantages to Having a Virtual Assistant 
How Do You Know You Need a Virtual Assistant? 
Deciding What to Delegate to Your Virtual Assistant 
Finding a Qualified and Experienced Virtual Assistant 
Gathering Information from Your Virtual Assistant 
Providing Your VA with Essential Information 
Communicating with Your Virtual Assistant 
The Times, They Are a~Changing—and So Should You! 
Your Chapter 19 Checklist 


195 
196 
197 
197 
198 
198 
199 
199 
200 
201 


203 
204 
206 
207 
207 
209 
211 


213 
214 
215 
222 
223 
224 
224 
227 
228 
230 
232 
233 


Contents 


CHAPTER TWENTY Making Rain: Taking on the Role 
of Rainmaker 
Embracing Change 
Changes in What Customers Buy 
Changes in How Customers Shop 
Changes in Your Industry 
Viewing Problems as Opportunities 
You Are the Visionary 
Keeping Track of What Works and What Doesn't 
Maintaining a Steady Rainfall 
Final Thoughts 
Your Chapter 20 Checklist 


Index 


xiii 


235 
236 
237 
238 
239 
240 
241 
241 
241 
242 
243 


245 


About the Authors 


Ralph R. Roberts’ sales success is legendary. He has been profiled 
by the Associated Press and CNN and was once dubbed by Time 
magazine “the best selling Realtor® in America.” In addition to 
being one of the most successful salespeople in America, Ralph 
is also an experienced mentor, coach, consultant, and author. He 
has penned several successful books, including Advanced Selling For 
Dummies, Foreclosure Self-Defense For Dummies, Foreclosure Myths, 
Mortgage Myths, Flipping Houses For Dummies and Foreclosure Invest- 
ing For Dummies (John Wiley & Sons), Real Wealth by Investing in Real 
Estate (Prentice Hall), and Protect Yourself from Real Estate and Mort- 
gage Fraud: Preserving the American Dream of Ownership (Kaplan). 

Although Ralph has many varied skills and interests, his true 
passion is selling—and, showing other salespeople how to boost 
their sales and profits. In Walk Like a Giant, Sell Like a Madman, 
Ralph reveals the practical sales tips and tricks he’s gathered over 
the course of his more than 30-year career and challenges you to 
put them to work for you. To find out more about Ralph Roberts, 
visit www.AboutRalph.com. 


Joe Kraynak is a freelance author who has written and co-authored 
dozens of books on topics ranging from slam poetry to computer 
basics. Joe teamed up with Dr. Candida Fink to write his first book 
in the For Dummies series, Bipolar Disorder For Dummies, where 
he showcased his talent for translating the complexities of a topic 
into plain-spoken practical advice. He then teamed up with Ralph 


XV 


xvi About the Authors 


to write the ultimate guide to flipping houses, Flipping Houses For 
Dummies and delivered an encore performance in Foreclosure In- 
vesting For Dummies. In Walk Like a Giant, Sell Like a Madman, Joe 
and Ralph join forces once again to deliver the full-court-press ap- 
proach to sales success. To find out more about Joe, visit his blog at 
joekraynak.com. 


Acknowledgments 


he authors would like to thank our agent, Neil Salkind 

of Studio B (www.studiob.com), and our editor at John 
Wiley & Sons, Shannon Vargo, for breathing new life into one of 
Ralph’s first and most successful books. Thanks also to Lois Maljak, 
Ralph’s Second in Command, without whom this project would not 
have been possible. Special thanks to Ralph’s wife (and girlfriend), 
Kathleen Roberts, who read and critiqued the entire manuscript and 
added her own personal touch. 

Thanks to the team at Wiley, including Jessica Langan-Peck and 
Linda Indig, for transforming a high-quality manuscript into an 
exceptional finished product and tying up any loose ends. 

We would also like to thank the numerous salespeople who 
shared their ideas about their profession, reviewed specific chap- 
ters, and inspired some of the content. This book would be poorer 
without their help. Among those we want to thank specifically are 
the following: 

Mikal Belicove is a seasoned freelance writer, ghost blog- 
ger, and new media corporate communications consultant who’s 
hotwired to the Internet and the Internet community. Mikal con- 
tributed his expertise to the chapters on corporate blogging and 
social media marketing. For more about Mikal, visit his blog at 
www.belicove.com. 

John Featherston, President and CEO of RISMedia (www. 
rismedia.com), was instrumental in the creation of Chapter 15, 
“Building and Managing Your Own Sales Team.” John is an expert 


xvii 


xviii Acknowledgments 


on building power teams for the real estate industry and publishes 
the monthly Power Team Report for RISMedia. Look for John’s book, 
co-authored with Ralph R. Roberts, Power Teams: The Complete Guide 
to Building and Managing a Winning Real Estate Agent Team. 

Michael Soon Lee, MBA, is a diversity expert who speaks around 
the world on selling to multicultural customers. Michael's insights 
on multicultural marketing and cross-cultural selling inspired some 
of what we include in Chapter 5, “Catering to Marketplace Diver- 
sity.” Look for his book, co-authored with Ralph R. Roberts and 
Joe Kraynak, Cross-Cultural Selling For Dummies. To find out more 
about Michael and his multicultural approach, visit his Web site at 
www.EthnoConnect.com. 

Terry Wisner, “The Life Saver Dude,” created the Personal Part- 
nering Process™ to help people become more successful both per- 
sonally and professionally. He also inspired Chapter 3, “Becoming 
Accountable through Personal Partnering.” To learn how to bring 
clarity, focus, and accountability into your life, visit Terry’s web site 
at www. TheLifeSaverDude.com or www.p2s.us. 

Terry Brock is a professional speaker and a columnist for busi- 
ness journals around the United States. He writes about technology, 
marketing, and the Internet in his weekly column, Succeeding Today. 
Terry’s insights on R-commerce (relationship commerce) inspired 
Chapter 4, “Stop Hunting, Start Farming.” For more about Terry 
and what he has to offer, visit www.terrybrock.com. 

Kandra Hamric, virtual assistant, inspired Chapter 19, “Scaling 
Your Business with Virtual Assistants.” Check out Kandra’s web 
site at www.KandraHamric.com. 


Introduction 


merican business is changing, and the sales profession 

is changing with it. As corporations downsize, as more 
women and multicultural customers enter the market, as millions 
leave the false security of big companies to start their own firms, 
millions more people are reinventing themselves as entrepreneurial 
salespeople. If you count yourself among this group, this book is 
for you. 

I’ve always been an innovator, and my own industry—real 
estate—is changing dramatically. The ever-growing popularity of 
the Internet alone has revolutionized the way we do business and 
the way consumers buy, sell, and finance their homes. A salesper- 
son today needs a lot more than a sharp suit, good people skills, 
and a smile. Salespeople need an almost-magical blend of planning, 
innovation, street smarts, technological know-how, and dedication. 

The good news is that you don’t need to be the Swiss army knife 
of sales. You just need to know how to assemble and manage a team 
of talented individuals who can work together to function like a 
Swiss army knife of sales, and in this book, I show you how. 

By the time you finish this book, I believe you'll resolve to either 
be the best salesperson in your field or give up sales and go into 
another line of work. If you don’t enjoy the sales profession, that’s 
no disgrace. Just find what it is you love in life and go for it. But 
if you are one of those people who, like me, loves to sell, then this 
book is for you. I can make a good salesperson better and a great 
salesperson outstanding. 
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Walk Like a Giant 


What do I mean when I tell you to “Walk Like a Giant?” Many 
salespeople I have worked with have interpreted that to mean that 
they need to develop a swagger—the confidence to meet everyone, 
establish strong relationships, and sell. 

Well, that’s certainly part of being a giant, but when people meet 
me in person, they are surprised to find that I don’t have much of 
a swagger. I am confident, but I’m also a regular guy and fairly 
humble. I think once you realize how complex the world is, you 
have no other choice but to be humble. The one thing I have always 
known and become more aware of with every passing day is that I 
don’t know everything. I am a lifelong learner. 

Another part of being a giant is gaining a perspective that rises 
above the crowd. In other words, you need to see the entire playing 
field in order to call the right plays. In sales, this means keeping up 
with technology, with changes in your industry, and with changes 
in what consumers are buying and how they are shopping. It means 
teaming up with others who have a clearer vision in particular areas 
than you do: colleagues, coaches, mentors, and even people whom 
you coach or mentor who may have the knowledge and skills that 
you are lacking. It means having the foresight and determination to 
invest in building tomorrow’s business while you are still tending 
to today’s business. 

One last requirement for walking like a giant is to be magnani- 
mous in thoughts and deeds. You have to think big and give big. You 
have to be on the constant lookout for mutually beneficial relation- 
ships. You need to stop worrying about what the other guy or gal is 
getting and simply do what you know in your gut will be successful 
for you. You need to give back to your industry, your clients, your 
colleagues, and your communities, without the thought of receiving 
something in return. 

In this book, I show you how to walk like a giant. Once you are 
able to walk the walk, you are halfway there. 
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Sell Like a Madman 


Talk to those closest to me, and they will tell you straight out that 
Iam a madman. Most of the top producers in their industries are 
a bit mad, but most of them also come from humble beginnings. I 
believe that this is where most of the truly successful people find 
their motivation—from overcoming one or more challenges on the 
road of life. 

In the game of life, I go all-in every day, and I believe that this is 
the way to succeed both in sales and in life. In terms of selling, going 
all-in for me means paying some attention to every aspect of what 
it takes to be a great salesperson. It means setting and striving to 
meet goals; building productive, lasting relationships; adapting to 
marketplace diversity; developing systems to make your business 
more efficient; building a sales team that can more effectively serve 
clients; mastering technology and communication tools to reach out 
to more people; and much more. 

You need to be at least a bit of a madman or madwoman to 
attempt to do everything required to make it to the top, but once you 
begin to put systems and the right personnel in place, the madness 
settles down, and you can achieve balance in your personal and 
professional life. You can do more, sell more, and earn more by 
investing less of your own time and energy. At the same time, you 
can give your family, your community, and yourself more of the 
quality time you all deserve. 

The salespeople who follow my lead and my guidance usually 
end up much happier in life overall. They work hard, but not at the 
expense of what really matters in life. They experience less stress and 
have more time and energy. I sincerely hope that you experience the 
same results when you read and follow the suggestions I provide 
throughout this book. 


CHAPTER ONE 


TAKING THE 
SEVEN STEPS TO 
SALES SUCCESS 


I am not one of those sales coaches who believe that every- 
one has the potential to be a great salesperson, any more 
than I believe that everyone has the potential to be a great actor, a 
top-notch surgeon, or an ace fighter pilot. ] have worked with some 
of the truly great salespeople, and I have noticed something about 
them that makes them quite different from other people. 

Great salespeople are usually people persons. They are curious. 
They engage others in conversation. They get fully involved in 
other people’s lives, even if it’s only for that moment when they’re 
making the sale. They have a genuine interest in other people, in 
the situations those people are in. They nurture relationships, and 
through those relationships whatever products and services they 
are selling tend to sell themselves. 

Just because you have “the gift,” however, does not mean that 
you are destined to be a great salesperson. I have seen many tal- 
ented candidates fail miserably, simply because they didn’t have 
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the right mindset, the right mentor, or the sticktoitism required to 
succeed. 

In this chapter, I reveal the seven steps you need to take to get 
from point A (where you are now) to point B (the success you dream 
of). These steps will work not only in your professional life but also 
in your personal life, and true success requires attention to both. 
Maybe you have what it takes to be a great salesperson and maybe 
you don’t. This is something you need to discover on your own. 
However, if you have what it takes, and you follow the steps I 
describe in this chapter, you will be well on your way to achieving 
your goals. 


Step One: Be a Salesperson, Not an Order Taker 


I use the term salesperson to describe individuals who take respon- 
sibility for their own success. A salesperson is an entrepreneur con- 
stantly in the process of expanding his or her circle of influence to 
encompass more clients, partners, and opportunities. Those who 
rely on their company to present them with a list of prospective 
buyers are merely order takers. Instead of taking control of their own 
destiny, they whine about market conditions, their boss, their lack 
of resources, and whatever else they believe is getting in the way of 
their success. 

The global economy, along with the Internet, has compelled more 
and more individuals to become salespeople. Now, more than ever 
before, just about everyone sells some kind of product or service. 
Whether you have your own small business selling products on 
eBay, or are a traditional salesperson selling products or services on 
behalf of someone else’s company, or are a job candidate presenting 
your qualifications to a prospective employer, you take on the role 
of salesperson and are ultimately responsible for your own success. 
Even the president of the United States has something to sell to the 
voters. 

Order takers burden themselves with the mentality of employees. 
They go to work at a certain time, watch the clock, and leave at a 
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certain time. They let the boss supply the phones and the computers 
and the marketing materials. They may even work for a fixed salary. 
That’s totally contrary to the essence of a sales career. In sales, the 
more you sell, the more you make. That's the great thing about sales. 
It lets us—the salespeople—determine just how successful we want 
to be. 

Many of these passive salespeople believe that they can sell any- 
thing. They may say, “You just get the customers in the door and 
I'll do the rest.” You hear salespeople voice this attitude in car deal- 
erships, clothing stores, stock brokerages, and insurance offices. It 
is so misguided. It is guaranteed to keep a salesperson stuck in the 
lower ranks of the profession. 

The first step in turning yourself into a top-producing sales pro- 
fessional is to think like an entrepreneur. An entrepreneur is one 
who sets his or her own goals and then finds the means to achieve 
them. An entrepreneur is an independent contractor, even if he or 
she works for a large organization like a department store or car 
dealership. 

Being an entrepreneur means that you make the majority of the 
decisions that shape your working day. You create and maintain 
your own database of clients. You invest in your own technology—a 
computer, a handheld wireless device (such as a BlackBerry), your 
own web site and blog, and so on. You create your own marketing 
materials, even if they're as simple as thank-you cards that you send 
to customers. 

Being an entrepreneur means you set your own financial goals. 
These goals are independent of whatever quota your boss sets. 
These goals represent where you want to be in a year’s time, in 
5 years, in 10 years. They can involve specific purchases you want 
to make, like a new house or car, or include a target date for your 
retirement. Your job becomes a way to fund these dreams. 

This basic attitude may be the most important thing I talk about 
in this book. If you get nothing else right, get this right: Think like an 
entrepreneur, not an employee, like a salesperson, not an order taker. What 
you need to realize is that you are a business unto yourself. You're a 
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little corporation. It’s You, Inc. You can make it whatever you want 
it to be. It can be as small or as large as you want. This remains true 
even if you work for somebody else. The true salesperson operates 
as an independent contractor. This gives you the right to take your 
success to whatever level you want. 


Step Two: Get All the Education You Can 


When I was just starting my career in real estate, I knew another guy 
who was just getting started. Each of us took an entirely different 
approach. While I dove right in and started selling houses, he was 
taking every real estate course he could fit into his schedule. 

He was a GRI (Graduate Realtor Institute) before he had ever 
listed his first house. He was a CRS (Certified Residential Special- 
ist) before he showed a house. He took every class, went to every 
seminar, and signed up for every workshop available. I used to say, 
“How crazy is that? The guy doesn’t make any money. He’s getting 
all this education—for what?” 

Although this agent was not making money right out of the gate, 
he quickly achieved success and became the fifth or sixth top agent 
in the metropolitan Detroit area. He was probably pulling in a quar- 
ter of a million dollars a year. What he did was to take the doctor or 
lawyer approach to real estate. He went out and got his education 
first. 


Doing It My Way 


My approach was to start making money immediately. I figured I 
didn’t need all that education. All I had to do was work my butt 
off and the money would start rolling in. I enrolled in the college of 
hard knocks, earning my street smarts, and working like a dog to 
make things happen. I had to overcome my lack of education with 
the sheer number of hours worked and energy spent. 

In the long run, we both became very successful agents, but I 
had to work much harder to achieve the same level of success. At 
the time, I was too stubborn and closed-minded to see the value of 
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education. You really need both to be successful: e”, or education and 
experience. Learn from my mistake and seize as many educational 
opportunities you can. 


Easy In, Easy Out 


We all know that sales in an easy profession to get into. That’s why 
there’s such a high turnover. Something like two or three out of 
every four automobile salespeople leave their dealerships each year. 
What an unbelievable waste! In my field, about half of the people 
who go into real estate sales fold within their first year in business. 

I could have been one of them. In my youthful exuberance and 
naive enthusiasm, I thought I knew it all. I had closed my mind 
to new ideas. I wasn’t smart enough to realize you could never be 
smart enough. Looking back, I’m amazed that I was able to succeed 
with such an attitude. 

Over the years, I started realizing how important education was 
to my career, to the point that I became an information and resource 
sponge. I couldn’t get enough. In fact, when I started taking my 
CRS courses and my GRI classes, I saw how knowledge I picked 
up could indeed make me richer as I applied it to my career. I was 
in the classroom devising ways to use what I was learning to make 
more money. (I also took an investment course, and I used what 
I learned to buy my first office.) | even took my GRI course over 
again, because another instructor was teaching it, giving me a fresh 
perspective. 

I am a big fan of education now, because I know it helps build 
you into a better salesperson. I found that getting my education 
and increasing my knowledge gave me something very important: 
It allowed me to work smarter instead of harder. That should be the 
goal of every salesperson. 


Read, Read, Read! 


Your education as a salesperson is not limited to the classroom. You 
should read all the books you can get your hands on. There are 
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books on service, books on time management, books on a variety of 
topics and subjects. You can even get audio books on CD and iPod if 
you're too busy to take the time to read. There are motivational CDs 
that will help you develop a better attitude and more productive 
mindset. The key is to never adopt the attitude that you know it 
all. Then you’re dead in the water and you'll lose any leadership 
advantage you may have. 

When I first decided to go to the National Association of Realtors 
convention, I went only because my wife really wanted to visit San 
Francisco and I knew I could write off the cost of the trip. I really had 
no intention of attending the actual convention. However, when I 
got there, I decided to have a quick look to see what was going on 
inside the convention hall. 

The strangest thing happened. I absolutely fell in love with the 
speakers and what was happening on the convention floor. What 
an amazing place to get ideas! (No matter what profession you are 
in, you should go to your convention and soak it all in.) At the time, 
I had to wonder why, from about 800,000 real estate agents in the 
nation, only 25,000 bothered to show up. I thought, “Wow, all these 
great speakers, all these great ideas. Where’s everybody else?” 

Go to seminars, take classes, attend your convention, read books, 
talk to other, more experienced salespeople—do whatever you can 
to improve yourself and your skills. My big mistake early in my 
career was thinking I knew it all, that I didn’t need to take the time 
and effort to learn. How much sooner could I have improved my 
skills and become a top agent if I hadn’t made this terrible mistake? 

Ialso feel that this mistake is not limited to beginning salespeople. 
To this day, I still bump into seasoned, veteran salespeople who 
think they can’t learn anything else, that they’ve seen it all. It breaks 
my heart to see this. It could mean that these salespeople won’t grow 
anymore. That, to me, is stagnation. That’s not a good place to be, 
especially in an industry—a world—thatis changing daily withnew 
technology that can empower us to do more things faster and better. 

I guess the lesson I am trying to impart here is this: Never stop 
learning. Never stop growing as a salesperson. Soak it all in like a 
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giant sponge. You'll be better off for it, your career will be better off 
for it, and your clients will be better off for it. 


Step Three: Spend Money to Make Money 


My grandmother was one of my best mentors. She would do any- 
thing for me. All through the eighties, we would have lunch nearly 
once a week. She’d come to the office (my wife worked at the office 
at the time) and she’d take us out to lunch. I don’t remember exactly 
what year it was, 1985 or 1986, when I said to her, “You know, if 
I had thirty thousand dollars, there’s this house I could buy, and I 
could probably make five or ten thousand dollars profit on it.” It 
was priced way below market, because the owners needed to sell 
in a hurry. They were facing foreclosure. We went on and talked 
about other things, but before we left lunch, she gave me a check. 
She said, “Pay me back when you can.” 

I was just 25 or so. I probably borrowed money off my grand- 
mother 30 or more times for different projects I was involved in. 
Now that she’s no longer with us, I’m grateful that I was always 
able to pay her back. She was someone who believed in me and 
in what I did. She was someone who helped me find the money I 
needed to set myself up in business. 


Invest in Yourself 


All salespeople, especially those who are first starting out, need a 
source of startup capital. Perhaps you won’t be as lucky as I was. 
But then, you may not need $30,000 so early in your career. You may 
need just a couple thousand dollars to buy business suits to wear to 
your new job as a stockbroker. You may need money to buy a new 
laptop computer to keep track of your transactions. You may need 
a few hundred dollars to buy a handheld wireless device. 

My friend, Phyllis Wolborsky, became the top real estate agent in 
Raleigh, North Carolina, selling over 200 homes a year and working 
just nine months of the year. She once told me that when she got 
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into the industry, all she needed was an air-conditioned car in which 
to drive clients around. Today, she needs much more: a cell phone, 
computer, assistants, and many other things that I cover later in this 
book. But even at the beginning of her career, she still needed that 
car. She had to invest in a car to put herself on the road to success. 


Borrow If You Must 


I realize that if you are first starting out you may have to run to 
family and friends for help. That’s okay; it is entirely appropriate 
to borrow a few thousand dollars from your parents to set yourself 
up in business. The amount will seem paltry once you become a 
success. 

Don’t shrink from capitalizing your career. You have to spend 
money to make money. 


Step Four: Follow in the Footsteps of Success 


Years ago, a motivational speaker gave me some advice that’s stuck 
with me. He said, “If you want to be happily married, hang around 
with happily married people. If you want to be a good father, hang 
around with good fathers.” 

And so it follows: If you want to be a good salesperson, hang 
around with good salespeople. Have you ever worked in an office 
or with a group of people with one person who complained all 
the time or a whiner who found fault with everything? Did you 
notice how one such person could bring down the whole office? 
Negative people negatively affect everyone around them. 

The same is true of positive people: They give a boost to everyone 
around them. 


Success Stands Out 


Did you ever notice that successful people don’t complain much? 
You might say, “They’re successful. What do they have to complain 
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about?” This is a case of the chicken and the egg. Which came 
first? Did success generate the winning attitude, or did the person’s 
winning attitude breed success? 

There’s no question in my mind as to which came first. You have 
to want to win before you can even start to win. Success can be 
contagious. Most of us know what it feels like to be on a winning 
team. Everyone feeds off each other. They motivate one another. 
They share secrets, tips, and ideas. They listen to each other. They 
get things done together. 

But remember, being a true winner is not looking down to see 
how many opponents you’ve beaten. A true winner always looks 
ahead to see whom he or she can catch up with or pass. 

That’s how it should be with your sales career. Watch and 
learn from the salespeople ahead of you. Use that knowledge to 
catch up with them. Pass them using the knowledge you got from 
even better salespeople. It’s momentum—the momentum you gain 
from the combination of accumulated knowledge and a winning 
attitude. 


Mentors: The Essential Ingredient 


If you want to be a better salesperson, hang around with salespeople 
who are better than you are. If you’re happy selling 100 cars or 100 
insurance policies a year, hang with salespeople at that same level; 
but if you want to learn more and bust through to the next level, 
then hang around people who are selling at a higher level. If you 
have a good attitude, your natural tendency is to want to rise up to 
their level. What a perfect motivating goal. 

One of my early mistakes was not so much lacking a winning 
attitude. I’ve always had that. My mistake was not hanging around 
with salespeople who were better than I was. Looking back, I 
would have done this from day one. Of course, I started my sales 
career as a teenager. So I had the double whammy of being a wet- 
behind-the-ears, cocky 18-year-old who was going to set the world 
on fire. I lacked the vision to learn from salespeople who were more 
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successful than I was, and more importantly, from salespeople who 
were working smarter than I was. 


Following in the Footsteps of Zig Ziglar 


Throughout my high school years, I listened to the top motivational 
speakers and sales gurus—Zig Ziglar, Tommy Hopkins, Charlie 
“Tremendous” Jones, and others—who would come to Detroit and 
speak. I read their books. I listened to their tapes. I even skipped 
school to attend their events and rallies. I didn’t have enough money 
to get in, so I would have to go to the hall at 5:30 A.M. to sneak in. 

I wouldn't hesitate to approach these incredible speakers. I was 
awestruck, but I would approach them after the event and ask ques- 
tions or tell them how much I admired them. Zig Ziglar once asked 
a young Ralph Roberts, “What are you doing here, son?” I gushed 
out, “I got special permission to be here, sir.” I lied. “Someday I’m 
going to be successful like you and do what you do.” “I’m sure you 
will,” he said. 

His words were inspirational. What an incredible moment for me. 
Luckily, I wasn’t afraid to approach and talk to these people. Today, 
I invite many speakers to come to the Detroit area for lunch. Those 
I’m friends with, I invite to visit with my family. I get to network 
with these inspirational and intelligent people. You won’t believe 
how much you can learn. 


Success Leaves Big Footprints 


I saw early on the value of listening and learning from my moti- 
vational heroes. But, at first, I failed to look to my own industry 
for inspiration, advice, and knowledge. That was a mistake. Now, 
in hindsight, it seems too painfully obvious. Those people who sell 
more than you do may know more than you do. Talk to them and 
find out what it is! 

It won't be as hard as you might think to find such people. Success 
leaves big footprints. Attend your industry conventions and listen 
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to the speakers. When you hear speakers you like, go up and talk 
to them afterward. Give them your business card. Write thank-you 
letters telling them what you thought about their topics and ideas. 
If you meet someone who is selling a ton of products, you have an 
incredible opportunity to ask them questions about the business. 
It’s like stumbling on a goldmine of information! 


Don’t Be Too Proud to Ask for Help 


Many obstacles stop most of us from seeking out mentors. Some 
of us are too proud. “I’d never stoop to having to ask another 
salesperson for advice.” That’s wrong. You’re not stooping down; 
you're working your way up. Some of us may be jealous, as in, “I’m 
better than that salesperson. He just got lucky.” But sour grapes 
never benefited anybody. Even worse, some of us are too afraid to 
ask for advice, ideas, or help. Don’t be afraid to approach people 
for advice and answers. Sure, someone could snub you, but most 
are willing to teach someone who is eager to learn. Just move on to 
the next person. 

If you are a beginning salesperson, you can learn from most 
veterans. No matter at what level you are, you can probably find 
people who are producing at significantly higher levels than you 
are. Seek them out. Ask them if you could spend a day with them 
to try to pick up some pointers. You'll be amazed at how many 
salespeople will say “yes.” It’s a big boost to anyone’s ego to be 
admired. People love to share their knowledge with others. It makes 
them feel good. I can tell you from personal experience how good it 
feels to share ideas and knowledge with salespeople who come up 
to me at my speaking events. 

As I said, my mistake was not hooking up with mentors in my 
early years. Let me tell you, though, I quickly made up for that 
mistake, soaking up as much knowledge as I could from anyone 
who would share it with me. I’ve put together systems that have 
allowed me to sell over 500 houses a year. Do you think I made up 
every one of those systems in my head? My systems are the result 
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of 20 years of keeping my eyes open, reading, taking classes, and, 
just as important, watching other salespeople work. 


My Shadow Program 


I’ve had many superstars around the country shadow me and spend 
a day watching me work. And I’ve been very fortunate that they 
have all paid a fee to shadow me. The funny thing is, while they’re 
learning from me, I think I learn more from them. I’m like a sponge; 
I soak in everything I possibly can. But to take, you have to give. 
You can’t be afraid to share your secrets. The more you give, the 
more you'll get. You can only improve your industry with this 
mindset. If you are approached by salespeople who want to learn 
from you, share with them! You’ll be amazed at how much you 
learn in the process. Even today, I ask other superstar salespeople 
if I can shadow them for a day, just to see what helpful hints I can 
pick up. 


A Million Questions a Year 


I try to give as much back to agents as I can. I speak around the 
country, and I answer a million real estate questions a year. Right 
now, besides writing this book, I’m creating CDs, podcasts, and 
other products. Running my real estate practice, writing books, 
speaking, and pursuing other opportunities keeps me plenty busy. 
But I still have my staff block out a certain number of days a year 
so that salespeople can come in and shadow me. I hope you may be 
motivated to call my office and inquire about shadowing me. That 
would be great. Then I would know that this book is doing what I 
hoped it would do: helping people avoid the mistakes I made years 
ago. I would love to have you come down and meet the staff, and 
learn a ton of stuff! 

Ira Hayes, a great motivational speaker and the number-one cash 
register salesperson in the world, would go around and speak to 
other cash register companies. They’d ask, “Ira, why are you here 
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telling us your secrets? We’re your competition!” and he would 
say, “My company can’t even get the people back at the office to 
do what I do, so they’re not worried about anybody here doing 
it.” Unfortunately, that’s incredibly true in the sales profession as a 
whole; what’s required to succeed is readily available, but too many 
salespeople fail to take advantage of it. 


Step Five: Nurture Relationships 


A great salesperson can sell anything: cars, homes, pharmaceuticals, 
technology, you name it. This is because selling is all about creat- 
ing productive, mutually beneficial relationships. Selling is about 
building trust and establishing yourself in a community as the most 
trustworthy and knowledgeable person from which to buy partic- 
ular products and services. Whether you are selling beauty-care 
products on the Internet or networking solutions to corporate exec- 
utives, your relationships drive sales. 


Know Your Product or Service 


To be a successful real estate agent, you really need to appreciate 
the benefits of owning your own home—the pride of maintaining 
and decorating it, the tax savings, the privacy, the security, and the 
memories you create in that home with family and friends. Not 
all salespeople have the opportunity to use all the products and 
services they sell, but as much as possible, take on the role of the 
consumer—your customer or client. If you can’t use what you sell, 
at least talk with the consumers to obtain an intimate knowledge 
of their needs and what they feel makes one product or service 
superior to another. 

Loving what you sell is an added bonus. I love real estate. I 
love the whole concept of owning land, designing and building my 
dream home, decorating and furnishing my home and its surround- 
ings, having neighbors, building future wealth, benefiting from the 
tax savings, and so on. Homes get me pumped up, and I find 


14 Walk Like a Giant, Sell Like a Madman 


nothing more rewarding than helping a young couple find and 
purchase their first home. I believe that if I didn’t love what I was 
selling, I would not be half as good at selling it. 


Sell the Benefits 


Far too many salespeople get so caught up in what they are selling 
that they forget about the needs of the consumer to whom they 
are selling. As a result, their sales presentations are packed with 
an overwhelming number of details promoting the product’s bells 
and whistles. After examining all the features of the product, the 
customer is left wondering, “Who cares? What do all those features 
have to do with me?” 

Whenever you present a product, sell the benefits first. Show 
your prospective clients exactly how your product or service solves 
a problem they are currently experiencing or meets their specific 
needs. 

In most cases, before you are able to sell the benefits, you first 
need to assess your prospective customer’s needs, and that means 
asking questions. Until you know what your customer needs, you 
have no idea what that person is willing and able to buy. By asking 
the right questions, you help your clients discover what they need. 
Only then will they be prepared to purchase what you are selling. 


Your Client’s Success Is Your Success 


As a salesperson, your motto should be “Your success is my suc- 
cess.” If you assist in making your customers more successful, you 
benefit in at least three ways: 


1. Your customers will be more willing to purchase from you 
again. 

2. Your customers will have more money to purchase more prod- 
ucts or services from you in the future. 


3. Your customers will send more referral business your way. 
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When you are ona mission to build your customers’ success, this 
may mean that you don’t make a particular sale. You may even 
send the customer to one of your competitors, if your competitor 
is better equipped to meet the customer’s needs. Remember, you 
are building a reputation and relationships that will drive business 
your way throughout your career. Losing one sale is a small price 
to pay to establish a positive relationship that will pay dividends 
for many years to come. 


Step Six: Master the Tools of Your Trade 


When I was first starting out as a real estate agent, I needed only 
a few tools: a car, a phone, and a calculator. To remain competitive 
in today’s marketplace, I still need those three basic tools, but addi- 
tional, more powerful tools have become necessities, including my 
BlackBerry, a laptop computer with Internet access, web sites, blogs, 
e-mail, an Internet lead-generation service, software for managing 
drip e-mail campaigns, a fax machine, a contact-management pro- 
gram, a computer network, and a host of other computer hardware 
and software. 

Although all of these technological tools require an investment of 
both money and the time required to master them, they allow you 
to become more productive and improve customer service. 


Identify the Best Tools and Technologies 


Before you decide to adopt a particular tool or technology, consult 
with other salespeople in your industry to identify the tools and 
technologies that they have found most useful. Nothing is more 
discouraging than investing in a particular device and then finding 
out that a superior product is available. 

If your industry has magazines or journals, subscribe to them 
and read them regularly. These publications often have articles and 
advertisements for the most useful tools and technologies that offer 
tips and techniques on how to make the most of them. 
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Adopt New Technologies Gradually 


Attempting to master all the tools of your trade immediately can 
become overwhelming, so avoid tackling too many technologies all 
at once. If you adopt one new technology per month, by the end of 
the year, you will have mastered a dozen new tools. Instead of trying 
to learn all of the features of a particular tool, learn one feature per 
day; by the end of the month, you will have mastered 30 features! 
All too often, people try to take on too much. They quickly be- 
come discouraged and give up altogether. Pace yourself. Make a 
commitment to learn so many things over the course of so many 
days or weeks or months, and then stick to your schedule. Looking 
back, you will be surprised at just how much you have learned. 


Seize Change 


The victims of change are the people who resist it. The real estate 
industry is undergoing a revolutionary change. More and more 
people are using the Internet as a tool to find a home to purchase or 
market a home they are selling. Some agents view this as a threat to 
their business and refuse to become a part of it. These agents will 
ultimately be the biggest losers. 

Other agents view the latest trend as a huge opportunity. In- 
stead of resisting the change, they have built their own web sites 
and blogs. They have set up sites to gather the e-mail addresses of 
prospective clients. They have signed up for online lead-generation 
services that put them in contact with potential clients, both locally 
and out of state. They have fully exploited the latest technologies to 
expand their businesses. 

By seizing technology rather than resisting it, you remain on the 
cutting edge and have the potential to serve more customers better 
than before. 


Step Seven: Stick to It 


The seventh step is perhaps the most important: Stick to it. Like most 
successful people, I have had my share of setbacks and outright 
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failures. In fact, early in my career as a real estate investor, I lost 
a home in foreclosure. I could easily have given up at that point, 
admitted defeat, and declared that I was ill suited to invest in real 
estate. Instead, I learned an important lesson from my mistakes and 
kept trying until I became successful. 

Everything I recommend in this book is proven to work, but this 
does not mean that the first time you try something I recommend 
it will work for you. It may not work the first time; or it may work 
well, but you won’t see the positive results immediately. What is 
important is that you put what I recommend into practice and keep 
at it until you achieve the desired level of success. 

I believe so much in the importance of sticking to it that I have 
coined my own word: sticktoitism. The official, dictionary version of 
the word is stick-to-itiveness, but I prefer my version—sticktoitism, 
the dogged determination to succeed in the face of an overwhelming 
challenge. 


Q Think like an entrepreneur, not an employee, like a 
salesperson, not an order taker. Set your own goals. Prepare 
your own marketing materials. Set your own schedule. Take 
a proactive approach to pursuing customers rather than just 
waiting for them to walk in the door. 


Q Get all the training and education you can as early as you 
can. 


Q Commit yourself to lifelong learning and improvement. 

Q Invest in yourself to be a success. Startup costs are simply a 
part of business. 

Q Learn from salespeople who are more successful than you 
are. Shadow top-producing salespeople in your industry and 
find a mentor. Never be afraid to ask for advice. 


(continued) 
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Q Focus less on selling and more on building relationships. 
Relationships drive sales, so always act in the best interest of 


your clients. 

Q Master the tools and technologies that have the potential to 
make you more productive and enable you to better serve 
your clients. 

Q Stick to it. Quitters never win. 


CHAPTER TWO 


MOTIVATING 
YOURSELF 
WITH GOALS 
AND REWARDS 


A RASS SAR 


A s an entrepreneurial salesperson, you are probably 
self-motivated and quite capable of achieving suc- 
cess without setting goals. You may even think that goal setting is 
silly—something comparable to earning a gold star in kindergarten. 
Throughout my career, however, I have discovered that goal setters 
tend to achieve much more, earlier in their careers, than non-goal 
setters. Without a goal and a deadline for achieving that goal, people 
often let distractions drag them off course. 

In this chapter, Ishow you how to set goals for both productivity 
and production, specify realistic deadlines; break your goals into 
milestones; choose rewards that will motivate you; and envision 
your future achievements. I strongly encourage everyone I coach to 
set goals and deadlines and reward themselves when they succeed, 
regardless of how silly it may seem. Once you begin to experience 
the results of goal setting, you will become a believer. 
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Setting a Goal 


Goals are anything you want to achieve, and they generally fall into 
one of the following two categories: 


1. Productivity goals: Productivity goals are those that relate to 
how much you get done in a given amount of time. Calling 100 
existing clients per week, for example, is a productivity goal. 
Building your own web site or launching an e-mail marketing 
campaign by the end of the month could be other productivity 
goals. These goals simply state what you are going to do in 
a given timeframe. They usually result in boosting sales and 
revenue, but they may not. 


2. Production goals: Production goals are directly related to how 
much you sell or earn. If you sell cars, for example, you may 
set a goal to sell 150 cars per year or $450,000 in gross sales. 


Some sales coaches recommend that all goals should be pro- 
ductivity goals, because you have control over your productivity, 
whereas market conditions and other factors outside of your con- 
trol may affect your ability to achieve a production goal. The only 
problem I see with setting a production goal is that you have to be 
careful not to let it affect your sales technique. If you become pushy 
trying to meet a production goal or are too willing to cut a deal with 
a client to make a sale, the goal could work against you. Other than 
that warning, however, I see nothing wrong with setting produc- 
tion goals. After all, as salespeople, how much we sell is often our 
measure of success. 


Keeping It Realistic...or Not 


Most experts in goal setting stress that you set realistic goals—goals 
that stretch you without breaking you. The trouble with that advice 
is in defining the word realistic. When I set a goal to sell 300 homes a 
year, nobody in the industry considered that realistic. I set the goal, 
which forced me to figure out ways to make it realistic. 
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Of course, setting yourself up for chronic failure is never a good 
idea. You can end up being a tremendous success and feeling lousy 
about it. However, only you really know what you are capable of 
achieving, and sometimes you don’t even know that until the day 
when you achieve the impossible. 


Setting Deadlines 


A goal without a deadline is a pipe dream, which is okay for some 
goals. You may toy with the idea of writing a book someday or 
retiring to your private island in the Pacific. If you really want to 
achieve your goal, however, you need to set a deadline. 

In some cases, the deadline may be set for you. For example, your 
manager may set a sales quota for you that you are expected to meet 
for the year, quarter, or month. If your company does not set a goal 
for you and specify a deadline, then do it yourself. Again, make 
sure the deadline is challenging but at least somewhere in the realm 
of reality. 


Breaking Down Your Goal into Milestones 


Challenging goals can often seem overwhelming. When I set a goal 
to sell 300 homes in a year, it seemed a little unrealistic until I 
broke it down. To sell 300 homes in a single year, I would need 
to sell about 25 homes per month or 6 per week. That was still a 
little overwhelming, so I started breaking it down even more. I 
could sell 4 FSBOs (For Sale By Owner properties) per month, 
6 expired listings, and 8 foreclosures. That was 18, meaning I would 
need to secure only 7 more traditional listings per month. That 
seemed doable. 

When I began drawing up my plans for increasing sales, my goal 
became even more realistic. I figured that I could significantly cut 
down on the time I spent showing homes by driving three or four 
couples around at once rather than one couple at a time. I also 
hired assistants to answer the phones and process the transactions. 
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I broke my goal into milestones and then I broke up my work- 
load by inventing new ways of doing things and then delegating 
the work. 

Suppose your goal is to sell 240 cars this year. If you look at it that 
way, it sounds like amonumental task. So break it down to just 20 per 
month. That sounds a little easier, but it’s still somewhat daunting. 
So let’s break it down further to one car per day if you work a five- 
day week. One car per day doesn’t seem too difficult, but take it a 
step further. How many prospects do you have to approach to sell 
one car? For the sake of this example, let’s say that, on average, you 
need to have 18 quality presentations to prospects to sell one car. 
That means you have to meet with just two prospects each hour of 
each day you work. How’s that for getting you focused? If you meet 
with just two prospects every hour you work, you can put yourself 
on pace to sell 240 cars this year. 

Making your goals as simple as possible makes them more at- 
tainable. It also helps you realize whether they are realistic. Maybe 
your current systems allow you to meet with only one customer per 
hour; maybe you're on pace to sell only 120 cars this year. But what 
if you could hire a part-time assistant for $1,000 a month to han- 
dle administrative tasks and paperwork? Would that allow you to 
meet with two or even three customers per hour? Would it be worth 
$20,000 a year to double or even triple your business? Do you see 
the power of planning, goal setting, and simplifying? It’s the only 
way to get a clear picture of where you are and, more important, 
how to get to where you want to be. 


Choosing a Reward 


Employees often become discouraged when their hard work and 
expertise go unnoticed and when their company fails to compen- 
sate them in some way for their sacrifice. As an entrepreneurial 
salesperson, you are responsible for rewarding yourself. Whenever 
you set a goal, choose a reward to give yourself when you achieve 
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that goal. Here are some suggestions: 


e A family vacation 

e A getaway for yourself or with a friend 
e Anew car 

¢ Something for your home 

¢ A visit to your local spa 

e A watch or jewelry 

¢ Anew electronic gadget 


e Anew outfit 


If you are having trouble coming up with ideas, visit your local 
bookstore or grocery store and check out the magazine rack. Find 
and buy a magazine about something that appeals to you—cars, 
home décor, fashion, electronics, computers, gardening, travel, you 
name it. Flip through the magazine to get some ideas of what you 
would like to buy—what you would like to work for. 

Working for money can be a drag. Even worse, it can make your 
goal seem meaningless. By attaching the money to something real, 
such as quality time with family or friends, an entertainment center 
you can enjoy, or something else you find pleasurable in life, the 
reward becomes more tangible and worthwhile. 


Envisioning Your Future Achievement 


Confidence, believing in yourself and your abilities, is one of the 
most crucial components of success. It derives essentially from 
your ability to imagine or envision yourself achieving what you 
desire. Back in 1954, when the world believed that no human be- 
ing would ever be capable of breaking the 4-minute mile, Roger 
Bannister proved them wrong by running the mile in 3.59.4 minutes. 
A mere six weeks later, Australian John Landy became the second 
man to break the magical 4-minute mark by running the mile in 
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3.57.9 minutes at a meet in Finland. Soon thereafter, many runners 
were suddenly able to run a 4-minute mile. 

A big part of what was preventing runners from breaking the 
4-minute mile was the belief that it couldn’t be done. It took someone 
who believed in himself to break through. Once he accomplished 
the feat, others found it much easier to envision themselves breaking 
that mark as well. 

After you set your goal, envision yourself accomplishing it. If you 
have ever watched children at play, you can observe the power of 
role-playing at work. Kids imagine themselves in a variety of roles: 
professional athletes, movie stars, superheroes, racecar drivers, doc- 
tors, astronauts, and so on. For a short time, they become the person 
they are pretending to be. As you strive to achieve your goal, you 
need to relearn how to pretend and play the role. To achieve your 
goal, what kind of person would you need to be? What would you 
have to do? This envisioning process is the first step to success. 


Share Your Goal with Others 


Share the goal with others who support your dreams. In the next 
chapter, in which I discuss personal partnering, you will discover 
more about this strategy. By sharing your goals with others, you 
benefit in two ways: 


1. Sharing enables you to more clearly envision your goal, be- 
cause you have to describe it in words to someone else. 


2. When you share your goal with someone, you tend to feel 
more accountable for achieving it. The other person is going 
to be asking you about it, and you feel responsible for reporting 
your progress. 


Be very careful when choosing the people with whom to share 
your goals. Some people who are not goal setters may try to shoot 
you down or even ridicule you for having goals. These dream killers, 
as I] like to call them, can cause you to question your own abilities 
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and may even destroy your confidence. Share only with those who 
believe in you and are willing to help you achieve success or who 
at least will not stand in the way of it. 


Create a Goal/Reward Collage 


Earlier in my career, my wife and I created goal collages. We would 
cut out pictures of things we wanted from magazines. If we wanted 
anew car, we would paste photos of our dream cars from magazine 
ads onto a sheet of cardboard to create our collage. If we wanted 
to take a vacation, we would team up with our children to cut 
out pictures that reflected just how much fun we would have as a 
family on that vacation. Whatever we wanted to work hard for, we 
recreated in our goal/reward collage, which became our inspiration 
and measuring stick for achieving our goal. 

In the office, I tried to implement a similar approach to goal set- 
ting. My assistant, Lois, went down to the local newspaper, bought 
huge rolls of blank newspaper stock, cut them into six-foot sheets, 
and hung them around the office. Everyone in the office was in- 
structed to create their own goal/reward collage. Mine wrapped 
around the island of offices on the first floor. Several others re- 
mained blank. 

To encourage everyone in the office to complete their collage, 
I offered a $1,000 bonus. Each person who completed a collage 
would be given an extra $1,000 just for doing a little cut and paste. 
I could not believe that I had to stoop to bribery to motivate my 
team, but I believed so strongly in goal/reward collages, that I felt 
the investment was worth every penny. As with most attempts at 
motivating people, however, the exercise benefited only those who 
saw the value in it. 


Evolution of My Goal/Reward Collage 


As I was presenting Lois with additional items to paste up on 
my collage, she stopped me and said, “Ralph, these aren’t really 
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goals. They’re just things—a bonus—a side benefit you receive upon 
achieving your real goals. Your goals are related to people—helping 
them achieve their goals—teaching, leading, and motivating them 
by your example and coaching to overcome their obstacles and per- 
ceived limitations.” 

As usual, Lois was right. From that day on, I set out to take 
photographs of the people who surrounded me and paste them up 
on my goal board. My goal board still wraps around the island of 
offices on the first floor, but instead of being cluttered with a bunch 
of meaningless things, it is populated with the crowds of familiar 
faces who really mean something to me. These people have become 
my goals, and their accomplishments are the measure of my success. 
It was a welcome change. 

Things wear out, break, and go out of style. They don’t 
bring lasting happiness. People and relationships are your true 
treasures—lasting treasures that give your life a sense of purpose 
and that keep paying dividends well into the future. Zig Ziglar is 
known for saying that if you help people get what they want, you 
will eventually get what you want. 


Rewarding Yourself in Advance 


While most salespeople reward themselves after a sale, I often prefer 
rewarding myself before a sale or in anticipation of achieving a goal. 
Of course, I always work hard to earn a good life for myself and my 
family, but I constantly seek other reasons to keep working. Call it 
creative tension or whatever you like. Simply put, I like to see the re- 
wards, and I know I work better and harder if Ican see them up front. 

Ijust go out and treat myself to something before I have anything 
special to celebrate—maybe a weekend away, a nice dinner, or a 
family trip to a sporting event. Then, I go out and make something 
happen in my business to pay for it. In the past, I would buy myself 
some new suits, a barbecue grill, or a hot tub. 

If you are first starting out, you might want to be careful with 
this suggestion. I would hate to hear about any of my readers being 
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buried in credit card debt because they followed my advice. This is 
just one more technique to kick yourself into gear if you feel that 
your internal motivation is waning. 


QO Become a goal setter, and you will soon discover yourself 
accomplishing more in less time than before you started 
setting goals. 

Set productivity goals to keep yourself on track and make 
sure you are doing what you need to do to be a success. 
Set production goals (total units sold or gross sales as a 
dollar amount) as benchmarks to measure your success. 
Set deadlines to limit the amount of time you have to achieve 
each goal. Open-ended goals are nothing more than 
pipedreams. 

Break your goals into milestones to make them less 
overwhelming. 

Reward yourself to make achieving your goals more 
worthwhile and to give yourself something meaningful to 
work for. 

Q Create a goal/reward collage to constantly remind yourself 
of what you are working for. 

Q Share your goals with others who support your efforts. 

Q Consider rewarding yourself in advance and then working 
hard to pay for your reward. 


CHAPTER THREE 


BECOMING 
ACCOUNTABLE 
THROUGH 
PERSONAL 
PARTNERING 


n just about every discipline a few individuals become 
I standouts, but if you do a little research, you usually dis- 
cover that these people had partners along the way who shared 
their enthusiasm and interests, challenged them to excel, and sup- 
ported their efforts. Seven-time champion of the Tour de France 
Lance Armstrong had teammates, coaches, and trainers. Likewise, 
Thomas Edison relied on a steady stream of young inventors to 
fuel his imagination and inspire some of his greatest inventions. In 
addition, many of the world’s top writers belonged to groups who 
shared and critiqued one another’s works. 
The same is true in sales. Salespeople often achieve much higher 
levels of success when they team up with other salespeople and 
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share techniques, practice scripts, challenge one another, and hold 
one another accountable. 

My friend and colleague, Terry Wisner, founder of Partnering To 
Success, LLC, developed his own version of teaming up with a part- 
ner, called the Personal Partnering Process. Perhaps you already 
practice personal partnering and aren't even aware of it, or maybe 
you call it something else, like the buddy system. If you are a mem- 
ber of a group that reads, exercises, or diets together, for example, 
you are already involved in a basic form of personal partnering. 
Members of the group set goals together, set deadlines, and meet to 
share their progress and support one another. Without some peer 
pressure, you would have a much easier time blowing off whatever 
goal you set and probably would not make nearly as much progress. 
The group holds you accountable. 

In this chapter, you discover how to team up with a partner to set 
goals, hold one another accountable, support one another’s efforts, 
and celebrate your achievements on your way to mutual success. 


Choosing a Partner 


The first and perhaps most important step in developing in a part- 
nership consists of picking the right partner. Teaming up with some- 
one in sales is probably best, because another salesperson is likely 
to be more aware of what you are trying to accomplish and the chal- 
lenges you are facing. Two salespeople are also more likely to be 
able to share techniques and strategies. When looking for a partner, 
try to find someone who: 


¢ Isasalesperson, preferably in the same or a related industry 
e Believes in goal setting and planning 

e Is supportive 

e Is able to offer positive criticism 

e Is at or slightly above your level of success 


e Is someone you like and respect and who likes and respects 
you 
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Avoid choosing a partner who is a client or customer, even if you 
have a productive relationship with that person. The partnership 
could result in mixing personal matters with business and harm 
your client/ provider relationship. Also avoid partnering with sales- 
people you may be competing against. You don’t want to put your- 
self in a situation in which you reveal a vulnerability to someone 
who could potentially use it against you. If you work on a sales 
team with team members who are mutually supportive, partnering 
with fellow team members could be the ideal situation. 


Identifying Areas for Improvement 


The ultimate goal of teaming up with a partner is self-improvement. 
None of us is perfect. We all have strengths and weaknesses. I 
am great on the telephone and talking with people in person, for 
example, but I have to constantly work on improving my written 
communication skills. Maybe you do a great job of making the initial 
contact with a prospective client, but you have trouble closing the 
sale or vice versa. 

By identifying areas for improvement, you can more effectively 
focus your efforts and establish a more balanced, effective approach. 
In the following sections, I reveal several techniques for assessing 
your skills and identifying areas for improvement. 

Keep in mind that balancing your professional and personal lives 
is key to long-term success, so you can include personal as well as 
professional goals when working with a partner. Setting a goal to 
stop smoking, start exercising, or spend more time with family is 
perfectly acceptable. I could never have achieved the success I’ve 
experienced without having a supportive family and a rewarding 
personal life. Balance enables you to achieve your full potential in 
all areas of your life. 


List Your Lesser Strengths 


What do you feel that you could do better to increase sales and 
customer satisfaction? Jot down a list of at least 25 areas in which 
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you could improve. Instead of calling these weaknesses, Terry Wis- 
ner refers to them as lesser strengths. The following list offers some 
suggestions to get you started: 


e Staying in contact with existing clients 

e Prospecting for new clients 

e Developing excellent marketing materials 

e Marketing and selling on the Internet 

e Managing your e-mail 

e Organizing your office 

e Contacting prospective clients 

e Developing effective sales presentations 

e Asking questions to determine a client’s needs 


e Knowing your product and being able to answer a client’s 
questions 


e Dealing with diverse clients—genders, cultures, age groups 
¢ Meeting clients in person 

e Working the phones 

e Asking for referrals 

e Mastering new productivity tools and technologies 


e Speaking a foreign language 


In the course of reading this book, you are likely to discover areas 
where you could use some improvement. For example, if you do 
not have your own web site or blog, you may decide that you really 
need to launch one soon. You can add this to your list. Add anything 
to the list that you really want to do or improve on and that you are 
not likely to follow through on unless you have someone holding 
you accountable. 

If you finished this section and already have a fairly long list of 
lesser strengths, then you can skip to the section called “Prioritize 
Your Areas for Improvement.” The following sections describe other 
methods for identifying areas of improvement. 
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Obtain a Sales Skills Assessment 


A sales skills assessment tool typically consists of a questionnaire 
designed to test how capable a salesperson you really are. The com- 
pany you work for may use its own assessment or hire a service 
to assess the skills of its sales force. Ask your manager if such an 
assessment is available. If your company does not have its own tool, 
search the Web for “sales skills assessment.” You will find plenty of 
companies that offer assessments online. 

Some services provide 360-degree feedback. That is, they collect 
feedback from multiple perspectives, including input from your 
customers, your peers, your boss, and yourself, and organize it 
into a report that highlights your strengths and lesser strengths as 
a salesperson. By seeing yourself from different perspectives, you 
can build a skill set that enables you to improve relationships with 
everyone who has a vested interest in your success. 

One of the benefits of 360-degree feedback is that the results are 
usually anonymous, so you are looking at people’s honest opinions 
of your skills and performance. You might not obtain such honesty 
by simply asking others what they think. 


Obtain Input from Fellow Salespeople 


If you work with other salespeople, they are likely to have ob- 
served your interactions with clients and formed opinions of how 
you operate. Most of them are likely to keep their opinions to 
themselves unless you ask them directly. If you feel comfortable 
with your colleagues, ask them for their honest feedback. Let them 
know that you are serious about improving your sales skills and 
that their feedback will help you identify areas in which you can 
improve. 

Another way to gather feedback is to encourage everyone in the 
office to rank one another’s skills anonymously. You can distribute 
a form like the one shown here asking each person to rank your 
skills on a scale from one to five in each of the skills categories. 
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Name of Salesperson Being Rated: 


Instructions: Please rank the salesperson above in each of the following 
categories with 1 being “Needs Improvement” and 5 being “Perfect.” 
To remain anonymous, DO NOT write your name on this form. 


~ 
° 
s 


Rating 
Professionalism 
Reliability 
Knowledge 
Experience 
Sales Skills 
Productivity 
Technology 
Flexibility 
Potential 
Loyalty 
Work Ethic 
Attitude 
Customer Service 
Phone Skills 
Verbal 
Communication 
Written 
Communication 


High 
5 


ee ee eee 
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Make sure the people filling out the form know that their feedback 
will remain anonymous and that they are not to write their names 
on the forms. This will encourage them to provide honest feedback. 


Ask Your Clients for Input 


Clients can provide some of the most valuable feedback, because 
they see you in action in a real-life sales situation. You can gather 
the feedback over the phone or send them a questionnaire with a 
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stamped, self-addressed envelope that allows them to return the 
form at no cost. However you choose to gather feedback, avoid 
asking simple Yes/No questions, such as, “Are you satisfied with 
the purchase?” Instead, try to ask open-ended questions that allow 
the client to elaborate, such as 


e “What factors did you consider in making your purchase 
decision?” 

e “What made you decide to choose the product you chose?” 

e “What could I have done better?” 


e “Why did you choose to purchase from someone else?” 


Unfortunately, most clients do not bother filling out feedback 
forms unless they are dissatisfied. To encourage them to provide 
feedback, offer some sort of reward—perhaps a gift—as a token of 
your appreciation. 


Ask Your Boss 


If you have a knowledgeable and experienced sales manager, he 
or she could be a great source for feedback. Unfortunately, I have 
discovered that most great sales managers are not highly skilled 
salespeople and vice versa. In fact, when top-producing salespeople 
are “promoted” to management, they often fail miserably and are 
unhappy. 

Still, asking for feedback from another perspective never hurts, 
and your manager is likely to be honest about it. After all, your 
manager, more than anyone else, should be eager to do everything 
possible to assist you with your efforts at improving your sales 
skills. 

In addition, when your manager learns that you are taking the 
initiative to develop your skills, he or she is likely to be more willing 
to provide you with the training and resources you need to achieve 
your goals. 
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Prioritize Your Areas for Improvement 


Once you have a list of skills you would like to improve, rearrange 
the list to move the most important skills to the top. Now, list the 
top five skills you want to improve in their order of importance: 


Wo ie eo 


When working with your partner, choose one area of improvement 
to work on at a time. As you achieve your goal in that area, you can 
then move on to focus your efforts on other areas. 


Writing a Partnering Plan 


Things tend not to get done unless they are written down. After you 
have identified an area for improvement, create a partnering plan 
that lays out exactly what you are going to do to achieve your goal. 
Your plan should include the following: 


e¢ A measurable and realistic goal: Set a goal that you can mea- 
sure. “Improve my referral business” would be too vague, be- 
cause it fails to specify how you would measure the improve- 
ment. “Obtain 30 referrals this month” is a more concrete goal. 
As discussed in Chapter 2, try to set realistic goals to avoid 
frustration and disappointment. 


e Intermediate goals: Break down your goal so it does not seem 
so overwhelming. For example, obtaining one referral per day 
may seem less difficult than obtaining 30 a month. Your in- 
termediate goals enable you and your partner to check your 
progress so you can stay on track. 
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Steps you will take to achieve your goal: Jot down a list of 
detailed tasks or steps you will take toward achieving your 
goal. For example, are you going to call existing clients or past 
clients and ask for referrals? Are you going to ask for a referral 
each time you make a sale? 


Deadline: Write down the date by which you plan on accom- 
plishing your goal. When the date finally arrives, you and your 
partner can touch base to determine whether you achieved 
your goal on schedule. 


Terry Wisner tells the people he coaches to make sure that their 
personal partnering plan is SMART: 


Specific: Provide enough detail to explain how the efforts will 
culminate in the desired change. 

Measurable: Include intermediate goals, so you can track 
progress. 

Actionable: Specify tasks you’re going to accomplish and the 
steps required to complete those tasks. 

Realistic: Set realistic objectives, to avoid frustration and dis- 
appointment. 


Timed: Set deadlines for accomplishing each task and achiev- 
ing the planned objective. 


You and your partners should share your plans with one another 
to make sure they fulfill all the requirements of a good plan. Collab- 
orating with your partner every step of the way is the best approach 
to keeping you both on track. 


Meeting with Your Partner 


Teaming up with a partner requires more than simply stating goals, 
drawing up a plan, and then heading out on your own. True part- 
ners support one another’s pursuits and meet regularly to share 
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successes and setbacks, track one another’s progress, offer sugges- 
tions, and make any necessary adjustments. 

The following sections show you how to launch your partnership 
in the right direction and keep one another on track with regular 
meetings. 


Agree on the Ground Rules 


All relationships benefit when all parties involved know what 
to expect. To start your partnership on the right foot, you and 
your partner need to agree on a few ground rules, including the 
following: 


¢ How often you will follow up with one another 

¢ Method of contact: phone, e-mail, in person, and so forth 
¢ How you will celebrate your achievements 

e Consequences for not achieving goals 


e Type of support you will offer one another 


Do not feel as though you are responsible for your partner's 
success. As professionals, each of you is responsible for your own 
success. You cannot force one another to take specific action, and 
you should not feel as though you have to. In many ways, you 
are likely to act as a silent partner; your partner’s desire not to let 
you down is usually sufficient motivation. The role you play is part 
cheerleader and part facilitator. 


Keep Each Other on Track 


Weight Watchers has regular weigh-ins to keep members honest. 
Part of what motivates each member to stick to their plan is that 
they are well aware of these public weigh-ins. If someone cheats, 
the scale will tell the truth. This sort of peer pressure is very effective. 
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Peer pressure is also highly effective in personal partnering. Ev- 
ery time you meet, you naturally want to report to your partner that 
you have been making progress. As long as you have both clearly 
stated your primary and intermediate goals, you should be able to 
tell when one of you is wandering off course. 

Consider scheduling meetings frequently at first, say once a week 
to start. Once you are both on track, you can scale back your meet- 
ings to once every two weeks or even once a month. I would not 
recommend going any longer than a month between meetings. 


Review One Another's Performance 


Assuming each of you had a plan in place along with a deadline, 
you should meet on or near the deadline date to review your perfor- 
mance. During this meeting, you and your partner should review 
your stated goals and how successful each of you was in achieving 
your goal: 


e Did you and your partner meet your goals? 

¢ What did your partner do to assist you? 

e What did you do to assist your partner? 

¢ How engaged were you in the partnering process? 
¢ How helpful was the process? 


e Could you or your partner have done something different to 
improve the results next time? 


e Were your goals challenging enough? Too challenging? 


e What effect did the partnering process have on your success 
in sales? Can you quantify the value of the process in terms of 
sales volume or gross revenue? 


To make the partnering process most effective, provide each other 
with honest feedback. This can lead to improvements in the part- 
nering process that can make it more productive next time. 
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Celebrate Your Mutual Success 


You have both met or exceeded your goals. It is now time for the 
victory dance, or whatever you and your partner choose to do to 
celebrate your mutual success. Following are some ideas for how 
you can celebrate together: 


Lunch or dinner at a fine restaurant 


e Shopping spree 


Trip to the spa 
e Weekend getaway 


e Day at the races or casino 


When partnering improves your sales success, it also boosts your 
commissions, so you don’t have to worry too much about the 
expense. 


Q Choose a partner who is a salesperson, preferably in the 
same or related industry, believes in goal setting and 
planning, is supportive, and likes and respects you. 

Q Identify areas where you think you could use the most 


improvement. 

Q Identify areas where others think you could use the most 
improvement. 

Q Prioritize your self-improvement goals, so you can focus on 
areas that you think are the most important. 

Q Write a detailed partnering plan that includes the steps you 


need to take to achieve your self-improvement goal. 
(continued) 
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Q When you meet with your partner for the first time, establish 
the ground rules for your relationship, including how often 
you will touch base. 


Q You and your partner should work together to keep one 
another on track and ensure that each of you is achieving 
your intermediate goals. 

Q Be sure to celebrate your mutual success once you have both 
achieved your goals. 


CHAPTER FOUR 


STOP HUNTING, 
START FARMING 


o you find yourself constantly hunting for leads and 

D shaking the bushes for new prospects? If you do, 

maybe you need to change the way you do business. Trade in 

your rifle and bow for a tiller and a hoe. By transforming your- 

self from hunter into farmer, you change your entire lifestyle. In- 

stead of suffering through feast or famine, you establish a steadier 

flow of referral business that can keep you well fed throughout 
the year. 

The transition can be a quite a challenge, particular if you have 
had the hunter’s mindset drilled into you from the beginning of your 
career. The easiest way to conceptualize your new role is to think of 
yourself less as a salesperson and more as a friend to your clients. 
In other words, stop selling and start nurturing relationships. 

The concept of cultivating business rather than constantly hunt- 
ing for it is intended to break any habit you may have of just wait- 
ing behind your desk for customers to come to you. To become a 
superstar salesperson, you need to be proactive. Dentists, stockbro- 
kers, auto dealers, insurance agents, home-based cosmetics sales- 
people, computer retailers, in fact, any salespeople I can think of can 
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benefit from a more systematic approach toward cultivating their 
farms—that is, their marketplaces. 

Business consultant and visionary Terry Brock refers to this as 
R-commerce (relationship commerce). Instead of focusing your mind 
and energy on the quantitative aspects of selling, such as gross 
sales and your bottom line, you focus on the qualitative aspects of 
selling—building mutually beneficial relationships. This approach 
requires a significant investment up front, but it pays handsome 
dividends over time. By establishing productive relationships, you 
sow the seeds that produce a bumper crop of business for many 
years to come. 


Choosing Your Farm 


You are going to be spending a lot of time on your farm, so choose 
it carefully. You want it to be an area where you enjoy living and 
working and that you know very well. 

When I was starting out in my business, I chose my 
hometown—the place where I grew up and had gone to high school. 
I think it would be impossible for me to have been so successful in 
an area that I didn’t know as well. When my customers mention 
a particular street or what such-and-such house might sell for, I’m 
the expert. I know every street and almost every house on my farm, 
even though my farm now includes a market area of more than 
100,000 households. 

If you were a dentist, would you live in one town and locate 
your office 25 miles away? That would be silly. You want to live 
near your customers. You want to be able to see them in the grocery 
store, park, or video store. If you’re selling insurance, you need to 
live near your customers, for both their convenience and yours. The 
same goes for network marketers of all kinds. So pick your market 
carefully, because you’re going to be spending a lot of time there. 


Leverage the Built-In Customer Base 


Another advantage of picking a farm/market that I had lived in 
was this: I already knew a lot of people there. That gave me a head 
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start on my personal marketing. I’ll talk more about marketing in 
other chapters, but basically my goal has always been to let every 
person in my territory know my name, my face, and what I do. 
What better way to get a jump on that than to sell where I grew up, 
went to school, and had lots of friends and family? 


Research Potential Farms 


With so much at stake, you must choose your farm wisely. If possi- 
ble, research several potential farms before you choose one. In my 
case, I looked at how homes were selling in about five different 
neighborhoods in my hometown. I thought that if one of these ar- 
eas had only 4 or 5 sales per year and another neighborhood had 
40 or 50 sales per year, then I wanted to work in the area of higher 
turnover. The more sales, the more commissions I could make, and 
the more customers would get to know me. 

It doesn’t matter whether your product serves the high end or the 
low end of the market. Your commission from selling one Mercedes 
Benz may be just as great as from 10 Ford Fusions, but people buy 
a lot more Fusions than Mercedes. Even today, I often sell homes 
for what other agents in more expensive neighborhoods collect in 
security deposits. I just sell a lot more of them. 


Get to Know Your Farm 


Farmers develop an intimate knowledge of their farms. They know 
which plants are likely to grow well for them and which are not. 
They know the growing season, average rain fall, common plant 
diseases and pests they may have to deal with, and the nutrients in 
their soil. As a salesperson, you should have an intimate knowledge 
of your farm, as well. 

When I was first starting out, I recorded all the details of my farm 
in a three-ring binder. In it, I listed all the important institutions in 
my marketplace: every church, every school, and every community 
center. I wrote down everything I could about those institutions: the 
names of the pastors or principals, the number of parishioners or 
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students, what kind of self-help groups they have, what night they 
hold public meetings, and whether they offer any relocation help to 
families moving into that area. 

I like to keep track of churches and schools for two reasons: First, 
they may refer business to me. Second, when I sell a home, I’m really 
selling the entire community, and it helps if I can say, “Mr. or Ms. 
Buyer, you’re a Catholic [or Methodist or whatever]; well, here’s 
your parish and the pastor is Father Sylvester.” I’ll give them the 
phone numbers of the church and tell them what sorts of programs 
they offer. Or I can tell them that they’ll be a short walk to the 
elementary school or that the school bus stops at this corner. 

I also try to know every park in my marketplace, so that when I 
meet a family on an appointment, I can say, “Yes, your home would 
be within walking distance of Barbary Park.” 


Press the Flesh 


The most important part of your farm consists of the people who 
inhabit it—the people who live, work, and play on your farm, pur- 
chase your products and services, and send business your way. In 
my early years, I walked every street on my farm, so my customers 
would know me by sight. I wanted them to see me as a hard worker 
who was dedicated to the community. Later, when I was estab- 
lished, I could switch to more sophisticated marketing techniques. 
But in those early years, there was no substitute for getting out and 
meeting people. 

I handed out some gifts or promotional material to every house- 
hold in my farm at least three times in the first year, and afterward 
once or twice a year. Holidays are a good time. My assistants and 
I have handed out flags on the Fourth of July and pumpkins over 
Halloween. My brother, who is also in the real estate business, plants 
American flags on every lawn in his farm area the night prior to the 
Fourth of July. 

I established myself as the top expert and the most dedicated real 
estate professional in my sales territory. You can do the same. You 


Stop Hunting, Start Farming 47 


need to know your product and its competitors thoroughly. Then 
you need to cultivate your market. If you’re selling computers, 
clearly you ought to be farming the schools in your district, because 
kids and their parents buy computers. If you're selling cars, you 
ought to send your personal brochure to every graduating senior 
in your sales market. If you’re selling insurance or financial prod- 
ucts, keep track of local community college graduations or business 
startups, because people starting careers will need financial advice. 


Sowing the Seeds of Future Business 


In our society, we tend to want instant gratification, which we get 
when we hunt for business. With farming, the results of your efforts 
are not immediate. You build business over time. You have to cul- 
tivate the soil and plant the seeds. Several months may pass before 
you can begin to harvest the fruit of your labor. 

I sow the seeds of future business in every person I meet. 
According to my research (at weddings and graduation parties), 
everyone knows at least 250 other people. So I view every encounter 
I have with someone as a chance to connect with 250 others. This 
is called the Rule of 250. Establish a personal connection with ev- 
eryone you meet, including the people at the restaurants you fre- 
quent, where you have your car serviced, the grocery store, the 
gas station—everywhere. You never know where a new source of 
business or a new idea will come from. 

You should also take advantage of these more formal networking 
opportunities: 


e Meet people on the job. Get to know everyone you work with. 

¢ Get involved in professional organizations. 

¢ Join your trade association and take on a leadership role. 

e Join a community service organization, such as the Rotary 
Club, Kiwanis, Lions Club, or Habitat for Humanity. 


e Join the local Chamber of Commerce and attend meetings 
regularly. 
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e Create an account on one or more online social networking 
web sites, such as LinkedIn (www.linkedin.com). 


e Get involved in online communities where people who com- 
monly use your products or services frequently meet and share 
information. 


Opt for soft-networking over hard-networking. Soft-networking 
is more social and less business oriented. Follow the age-old advice: 
“Make friends before you need them.” And make sure everyone you 
meet receives your business card. 


Build a Robust Database 


Not everyone you meet will buy something from you, but almost 
everyone you meet can benefit you in some way—perhaps by selling 
you something you need, sending business in your direction, or 
introducing you to new opportunities. Start collecting names and 
other information and building your database. 

Whenever you meet someone new, whether you bump into them 
in person, over the phone, or online, use your sales skills to ask 
questions and gather the following information about the person: 


e Career, work, or major in school 
e Interests and hobbies 

¢ Goals or dreams 

¢ Special talents 

e Contact information 


e Birthday, anniversary, and other personal information 


When I return to the office at the end of each day, I scan in all of 
the business cards I collected and then pass along any additional 
details to my assistant, who types the information into Microsoft 
Outlook. I don’t want to lose any shred of valuable information, so I 
try to tell the entire story of each person, including where and how 
we met and everything that person told me. 
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All of the information you gather can come in handy later. In 
Chapter 8, I describe a sales technique that I call my Hour of Power, 
in which I call 100 clients in 60 minutes. Before I place a call, I look 
up the client’s information, so I can ask about his partner, his kids, 
his job, or something else that is important to him. This gives every 
contact I make a more personal touch and shows my clients that I 
am really interested in what is going on in their lives. 


Keep in Touch 


A relationship is like a bicycle: You have to keep peddling to keep 
it moving forward. Maintaining a relationship may not require a 
great deal of energy, but it does require some regular attention. You 
can keep in touch with your clients in any number of ways. Here 
are some suggestions: 


e E-mail clients regularly with information, tips, and reminders 
that can help them become more successful. (Always provide 
some way for them to opt out of receiving e-mail messages, so 
you don’t end up becoming a spammer.) 

e Send cards or letters to clients with an inspirational or infor- 
mative note—something of value. 

e Call your clients on a regular basis, as suggested in Chapter 8. 


e Send or drop off a gift at your client’s home or place of business, 
whichever is most appropriate. 


When keeping in touch with clients, avoid trying to sell them 
anything. Your purpose is to keep your name and face fresh in 
their minds, so when they are in the market for what you sell, they 
immediately think of you rather than some other salesperson. 


Give Memorable Gifts 


When you give people memorable gifts, they tend to remember you 
as well as the gift. The first gift you should present to someone is 
your business card. For people who already have your business 
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card, I recommend giving them one of the following: 


e Your brochure 

e An inspirational book 

e A personalized thank-you card 
¢ Flowers or a small plant 

e A gift card 

¢ Good deeds 


Do not follow the advice of giving to get. Give for the sheer joy of 
giving, and expect nothing in return. When you expect something 
back, you set yourself up for disappointment and feelings of resent- 
ment. When you give for the sheer joy of giving, you feel good, 
regardless of whether you receive something back in return. 


Support Your Communities 


Depending on how you define community, you can be involved 
in several communities, including your family, neighborhood, city, 
state, nation, professional organizations, online communities (such 
as MySpace), and a host of others. People in all of these communities 
are prospective clients, and by becoming involved with them, you 
gain recognition and can earn credibility and trust: 


e Volunteer your services. Do not be merely a member or some- 
one who writes checks. Participate. 


e Take a leadership role. When you are a leader, members want 
to meet you. 

e Deliver speeches and presentations. This raises your profile in 
the community and opens you to new opportunities. 

e Contribute articles to the community’s newsletters, blogs, web 
sites, and other publications. Get published! 


When you are well-established in a community, clients feel com- 
fortable buying from you. Trust sells. 
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Surviving the Transition from Hunter to Farmer 


When you are making the transition from hunter to farmer, you 
may not be able to afford to give up hunting altogether. The time 
and resources you invest in farming your area are not likely to start 
paying dividends for several weeks or even months. To keep some 
revenue flowing in, you need to continue to hunt and prospect for 
business. Over time, however, your efforts will begin to pay off, 
and business will come your way. You will still need to continue 
cultivating your farm and planting seeds for future harvests, but 
you won't have to keep investing so much time and energy looking 
for new clients. 


a eS Se ee ee ee a eae 
Ralph’s Special Tip: Always work on today’s business, tomor- 
row’s business, and future business. 


Q If you have a habit of sitting behind your desk waiting for 
business to come your way, break the habit and start 
cultivating a farm area. 

Q Choose a farm area where you would like to live and work 
and with which you are already familiar. 


Q Research several prospective farm areas and choose the one 
that you think has the most sales potential now and in the 
future. 

Q Research your farm carefully, so you become an expert on 
everything you need to know to effectively sell your 
products and services to your customers. 

Q Get to know the people in your farm area. 


(continued) 
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Q Whenever you meet people, add their names, contact 
information, and additional details about them to your 
database or contact-management program. 

QO Keep in touch with clients, past and present, so they will 
think of you first whenever they are in the market for what 


you sell. 

Q Support the communities you serve, so your clients are well 
aware that you are dedicated to their success and the overall 
well-being of their community. 

QO While sowing the seeds for future business, keep hunting for 
business so you continue to earn as you make the transition 
from hunter to farmer. 


CHAPTER FIVE 


CATERING TO 
MARKETPLACE 
DIVERSITY 


ss ts ec toe ae EOE BSE, A ESE AERIS tae a et SOE RSH APS AHO OS 


ost people gravitate toward people with similar inter- 

M ests, needs, socioeconomic status, and personalities. 

This is true for salespeople, as well. We tend to feel more comfort- 

able when we are around people like us, and we communicate more 

effectively with people from similar backgrounds. Unfortunately, 
this limits our opportunities. 

Every day, salespeople cut themselves off from potential mar- 
kets because they are unable or unwilling to deal with customers 
or clients with different backgrounds. Some salespeople, for ex- 
ample, always sell to the man when dealing with a couple, even 
though statistics show that women are more often than not the de- 
cision makers. Likewise, some salespeople are incapable of selling 
to clients from different racial or cultural backgrounds. 

When you run out of leads, it’s often tempting to think that you’ve 
run out of market, but this is rarely the case. In fact, your farm area 
probably has plenty of additional opportunities in untapped or 


53 


54 Walk Like a Giant, Sell Like a Madman 


undertapped markets—opportunities you may have not yet con- 
sidered. 

In this chapter, I encourage you to become more sensitive to 
diversity in your farm area and provide you with the information 
and guidance you need to appeal to diverse clientele. 


Exploring Different Demographics 


Your farm area is probably populated by a variety of people—people 
of different generations, genders, ethnicities, beliefs, and lifestyles. 
Chances are very good that your marketing materials either are 
overly generic or target a very narrow demographic. If this is the 
case, you could be missing the mark (or more appropriately, missing 
the market) with various groups of prospective clients. Chances are 
also very good that your competitors have missed the mark as 
well, leaving the field wide open. By targeting these underserved 
customers, you can often win over a huge segment of the market 
that you and your competitors have neglected. 

In the following sections, I describe some of the common charac- 
teristics of various demographic groups, so you can adapt your mar- 
keting and sales presentations to appeal to each group. By adapting 
your strategies and techniques, you will be better able to serve 
market segments that traditionally have been neglected: specific 
generations, people who are disabled, underserved racial or ethnic 
groups, and global markets. 


Identifying Generational Differences 


Every individual is different, so you cannot realistically say that 
everyone from a particular generation is going to act a certain way, 
choose the same lifestyle, or share the same dreams. However, just 
as people who grow up under the same roof have certain similari- 
ties, people who grow up during the same era tend to share some 
common traits and preferences. 

Salespeople often focus on clientele who are part of their own 
generation. After all, it is easier to sell something when you are 
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selling it to someone you understand. When you are looking to ex- 
pand your markets, however, it often helps to gain an understanding 
of people from different generations. 

In the following sections, I describe the general characteristics of 
each generation you are likely to encounter. 


GI (“Greatest”) Generation: 1901-1924 


People in the GI Generation lived through World War I, World War 
Il, and the Great Depression. Instead of sitting back and assuming 
everything is going to be okay, they tend to hope for the best and 
plan for the worst. 

Most people in this generation are frugal, so they focus on quality 
and value. They want to be sure they are getting the most and best 
product for their money. In addition, most people in this age group 
are living on fixed incomes. They are very sensitive of their need to 
make their money last as long as they do. They do not want to have 
to rely on someone else. 


Silent Generation: 1925-1945 


People of the Silent Generation grew up between World War II and 
the Vietnam era—a period generally marked by peace and pros- 
perity. Because of this, the Silent Generation has been labeled the 
generation of the “withdrawn, cautious, unimaginative, indiffer- 
ent, unadventurous, and silent.” They value hard work, family, and 
security above all else and tend to be conservative. 

When approaching clients and prospective clients from the Silent 
Generation, keep the following in mind: 


e Schedule face-to-face meetings rather than trying to sell over 
the phone or online. 

e Address clients formally, as Mr., Miss, or Mrs. followed by their 
last name, unless they tell you otherwise. 

e Focus on value. Make sure your clients are getting the best 
products and services for their money and that they know it. 
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e Clients from this generation tend to avoid complexity, so 
keep things simple. Stress simplicity, ease of use, service, and 
support. 


e Speak and act conservatively so as not to insult their 
sensitivities. 


e Don’t waste their time with small talk—get down to business. 


e Risk assessment is likely to play a role in their purchase deci- 
sions, so address the risks both of purchasing and not purchas- 
ing the product or service. 


e Be on time and be prepared to work hard to gain your client’s 
respect and business. 


e Give your clients permission to spend their money. They 
earned it and now have every reason to enjoy the fruits of 
their labor. 


e Avoid making comments about their age or referring to them 
as seniors. 


Although members of the Silent Generation may not have grown 
up with technology, do not assume that all of them are techno- 
logically illiterate. Some may prefer to communicate with you 
via e-mail, and they may even shop for products and services 
online. 


Baby Boomers: 1946~1964 


Baby Boomers collectively form what is commonly referred to as 
the Me Generation. This does not necessarily mean that they are all 
narcissists, caring only for themselves, although that is certainly 
part of it. What it means is that instead of relying on what the 
establishment has told them, they are generally more skeptical and 
rely on their own perceptions. They don’t trust the establishment, 
even though more and more of them are becoming part of it. 
Having a clear sense of the Boomers’ worldview can help you in 
your efforts to market and sell products and services to them. When 
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developing your marketing materials or sales presentations, keep 
the following in mind: 


Appeal to the Boomers’ boldness. They like to be known for 
their sense of independence. 


Highlight the time- and effort-savings of your products and 
services. Boomers tend to have lots of money, but little time 
to enjoy it. They are more willing to purchase products and 
services that save them time and effort. 


Keep your presentations simple and to the point. Don’t over- 
whelm boomers with the details. 


Present technology as a tool and not an end in itself. Boomers 
are not impressed by the power of technology, but rather by 
how that power can improve their lives. 


Boomers tend to care what other people think of them. Al- 
though they may not readily admit it, possessions, status, and 
appearances matter to them. 


Remain flexible. Quoting company policy as the reason why 
you cannot do something carries no weight and is likely to 
work against you. You need to have a good reason for why 
something is the way it is. 

Make the most of word-of-mouth advertising. Boomers put a 
lot of faith in what their peers have to say about a particular 
company and the products and services it offers. 


Be yourself. Boomers prefer someone who is genuine over 
someone who is simply trying to sell them. 


Generation X (“Baby Busters”): 1965-1976 


Unlike the Silent Generation that grew up in a somewhat stable 
and secure environment, those from Generation X (Gen Xers) have 


experienced a great deal of change and instability. They face a 
future in which the survival of their jobs, social security, and 
even the environment are in question. They rely on technology for 
solutions and answers. 
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As you market and sell to Gen Xers, keep the following details in 
mind: 


e Gen Xers are very entrepreneurial by nature. Some estimates 
claim that Xers start 70 percent of the new businesses in the 
United States. 


e Establish a strong online presence via web sites and blogs. Even 
if Xers do not ultimately purchase a product or service online, 
that’s often where they begin doing their research. 


e You may need to reassure Xers that they are making the 
right purchase decision; they tend not to trust their own 
instincts. 


e Avoid scaring off Gen Xers by trying to persuade them to agree 
to a long commitment. They need to feel as though they are in 
control and can end the relationship at any time. 


e Gen Xers value their free time, so anything you can do to save 
them time or effort will be greatly appreciated. 


e Gen Xers are not going to read through dense paragraphs to 
find the information they need. Present information in easily 
digestible snippets. 


e Be honest, even if it means being brutally honest. 


Generation Y (“Millennials” or “Echo Boomers”): 1977-1994 


Members of Generation Y have grown up on technology and the vir- 
tual world and rely heavily on digital communications and the In- 
ternet for information. To sell effectively to this cutting-edge crowd, 
keep the following in mind: 


e Establish yourself in online communities, where members of- 
ten exchange information and recommendations. 

e Master as many communications media as possible, including 
cell phones, e-mail, text (instant) messaging, and videoconfer- 
encing over the Internet. 
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* Create interactive multimedia sales presentations that keep 
clients engaged and give them the power to view what in- 
terests them (and skip what doesn’t). 


¢ Keep your message short and to the point. The Echo Boomers 
have little time and patience to search through huge blocks of 
text to find a few gems. 


¢ Be prepared to deliver valuable information for free in order 
to sell your products and services. 


Remember, the Echo Boomers grew up on interactive, on- 
demand, and entertaining free downloads. They can tune into 
YouTube at any time of the day or night and find an infinite selection 
of dynamic audio/visuals to keep them engaged and entertained. 
You may need to take your sales presentations to the next level to 
compete for their attention. 


Selling to the Physically Challenged 


People often avoid the physically challenged simply because they 
do not know how to properly treat them. A salesperson may be 
afraid of doing or saying the wrong thing or simply looking at the 
person in the wrong way. 

Several of my clients are physically challenged, and I can tell you 
from my experiences with them that they just want to be treated 
like everyone else. They want people to greet them and smile. They 
crave human contact. 

I have a friend who was born without arms. According to him, 
most people avoid looking at him. They get uncomfortable. They 
don’t know how to act, so they look away. He feels hurt and isolated. 
After all, he is a human being with human needs—the need to be 
loved, respected, and if nothing else, at least acknowledged. When 
Isee him, I shake his shoulder. He appreciates that. 

I have another client in a wheelchair who manages to drive his 
own modified vehicle. When we go to look at homes, he drives. It 
makes us both feel more comfortable. 
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Most people who have a disability don’t want to be treated any 
differently from anyone else. You may need to make some special 
accommodations, so you can provide the person with the same 
quality service you offer your other clients, but you cannot fix the 
situation the person is in, so don’t try, and don’t pity them. Adapt to 
their needs. Every time you do, you open yourself to a new valuable 
relationship and a host of new opportunities. 


Green Is the Only Color You Should See 


About 10 years ago, I was working with a minority couple to help 
them find a home—a pair of young professionals, both of whom 
had solid incomes. They were excellent, highly qualified buyers, 
whom any seller should have felt fortunate to find. 

When one of my buyer’s agents took them to the first showing 
of one particular house, the garage door was locked, and the owner 
wouldn’t allow them access to one of the bedrooms or the basement. 

They looked at other houses, but couldn’t find anything that fit 
their needs as well as the house that they were blocked from touring 
completely. They wanted to see the rest of the house. We scheduled a 
second showing. My buyer’s agent, the couple, and the wife’s father 
went to look at the house again. This time, the seller wouldn't even 
let them inside. The seller told them, “You kind of people don’t 
want to be in this neighborhood.” 

Somewhat shaken, the couple sought legal advice and soon 
learned that the seller had broken several equal opportunity 
statutes. Under the law, they were clearly entitled to relief or dam- 
ages for the way they had been treated. 

As soon as he learned what had happened, the listing broker 
immediately released the seller from the listing agreement. A real 
estate agent can lose his license for assisting people he knows have 
broken equal opportunity laws. 

The couple was getting ready to take the seller to court and there 
was a good chance that the seller would lose his house in the dispute. 
At this point, I intervened. I convinced the seller that he had been 


Catering to Marketplace Diversity 61 


wrong in the way he treated the couple and he eventually settled 
the matter with the couple out of court, paying them about $10,000. 
Thanks to that money, which the couple used as a down payment, 
they were now able to afford their dream home instead of settling 
for something in a lower price range. 

The take-home message here is that green should be the only color 
you see when you’re selling. If your goal is to maximize your profit, 
what difference does it make who buys your product or service? If 
someone wants what you are selling, offers you the right price for 
it, and is intent on closing the transaction, why would you not grab 
that deal? 


Breaking the Gender Barrier 


In about 60 percent of male-female relationships, the woman is the 
decision maker. More and more women are becoming the primary 
wage earners and heads of household, while more and more men 
are becoming work-at-home dads. As this gender shift has gathered 
steam, many salespeople have completely missed it. They meet a 
woman and instantly ask to deal with her husband, as if she were a 
second-class citizen. 

You can usually tell who the decision maker is by asking a ques- 
tion and then observing who answers it. In most cases, the person 
who is not the decision maker looks at the decision maker, and you 
can immediately see who’s in charge. In rare cases, both partners 
have a fairly equal say in the decision-making process. 

If you are a salesman selling to a woman, keep the following 
general guidelines in mind: 


e Find out how she plans to use the product before pointing out 
features. A man is more likely to buy a car based on engine 
size, horsepower, and miles per gallon, while a woman may be 
more interested in style, color, and whether the car has enough 
storage room. Don’t, however, automatically assume that a 
woman is not interested in such practical matters as reliability 
and miles per gallon. 
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Be impeccably dressed and well-groomed. A man may over- 
look some characteristics of an unkempt salesperson, but a 
woman will notice. 


Be prepared and well organized. You don’t want to seem in a 
rush or looking for misplaced documents. 


Keep talking, but choose your words carefully. Women tend 
to be better listeners and multitaskers, so keep talking as you 
show them details about the product or service. As you talk, 
however, carefully word your statements; a man is more likely 
than a woman to overlook a poor choice of words. 


Express some emotion, but don’t fake it. Women tend to be 
drawn more to presentations that appeal to the emotions, but 
can quickly pick up on phoniness. 

When possible, show a female client the actual product rather 
than simply illustrating it or showing a picture or brochure. 
Men tend to be better at visualizing products in 3D, while 
women prefer seeing the product. 


If you are a saleswoman selling to a man, keep the following 


general guidelines in mind: 


e Stay focused on one thing at a time. Men tend to focus more on 


a single activity, so if a male customer is carefully examining 
the product, scale back your talking to avoid confusion. 


e Give your client time to process the information. Saleswomen 


tend to present too much information too quickly to male 
clients, giving them little time to process the information. 


These general guidelines do not apply to everyone. Every indi- 
vidual is unique, so observe a new prospective client carefully to 
get a better feel for how the person prefers to communicate and 
the sort of information the person needs to make a good purchase 


decision. 
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Letting Your Customer Take the Lead 


Throughout the United States, the standard business greeting is 
the handshake, but in other cultures, the touching of hands may 
actually be offensive. To avoid any unintentional insults, a good 
rule of thumb is to let your customers or clients make the first move 
and then follow their lead. When you first meet someone, hesitate. 
If the person extends his or her hand, then shake. If the person hugs 
you, reciprocate. 

Most people from other cultures who regularly do business in 
the United States are aware of and have adapted to our customs; if 
you’re unsure, follow the customer’s lead. Asians may nod as they 
shake hands. A reciprocal nod may make them feel more comfort- 
able. People from many other cultures may prefer to bow. 

It would require an entire book to cover all the differences among 
cultures. In fact, while writing this book, I was working on another 
book called Cross-Cultural Selling For Dummies with my friend and 
colleague, Michael Soon Lee, who happens to be an expert on this 
topic. To learn more about Michael Soon Lee and to take a multicul- 
tural quiz online, visit his web site at www.ethnoconnect.com. 


Getting Curious 


Perhaps the best way to adapt to a marketplace that is becoming 
increasingly global and multicultural is to become curious about 
other people and cultures. If you encounter a prospective client 
about whose background you are unsure, start asking questions. 
Ask where she is from, what her needs are, and what sorts of infor- 
mation she needs to make a well-informed purchase decision. Peo- 
ple from some cultures may be more verbally oriented and need to 
hear what you have to say about your products. People from other 
cultures may need to sample the product or take it for a test drive. 
By expressing genuine curiosity about a person’s culture and 
how the person’s cultural background influences his or her needs, 
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you demonstrate that you are sincerely interested in learning more 
about that person. Never assume anything. Greet your customer 
verbally, let your customer make the first move, ask questions, and 
then follow the customer’s lead. 


O Be sensitive to how different generations tend to think and 
make purchase decisions. 

Q When selling to someone who is physically challenged, 
accommodate the person’s special needs, but treat him the 
same way you treat anyone else. 

Q Don’t let any racial or cultural prejudices get in the way of 


making a sale; better yet, shed yourself of your prejudices. 
QO Never assume when selling to a couple that the man is the 
decision maker. 


Q When you are unsure how to greet a customer, hesitate, let 
your customer make the first move, and then follow that 
person’s lead. 

Q When you don’t have a clue about another person’s cultural 
background, demonstrate a genuine curiosity, and ask 
questions to find out what you need to know. 


CHAPTER SIX 


HIRING YOUR 
FIRST ASSISTANT 


ne of the first lessons I teach every person I coach is 

O this: If you don’t have an assistant, you are one. You are 

your own assistant; you have to do everything that an assistant 

could be doing for you. As a result, you have less time and energy 

to invest in dollar-producing activities, such as prospecting for new 

clients and improving customer service. You also have less time and 
energy for you and your family. 

Consider yourself the CEO of a corporation—You, Inc. You want 
to produce and sell more product and earn more money. How do you 
do that? One way is to increase efficiency by putting better systems 
in place. We discuss this option in the next chapter, “Assembly Line 
Selling.” 

Another way is to add more equipment and personnel. You ob- 
viously cannot do it all yourself. Yet, that is exactly the approach 
many salespeople try when they want to sell more goods and ser- 
vices: They work harder and put in more hours. Eventually, they 
burn out. What they should be doing is adding personnel, at least 
one assistant to start. 
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Everyone Needs at Least One Assistant 


If I look back and ask, What is the main thing that has kept me 
alive, granted me time with my family and to travel, and still let 
me build a successful business?, I’d have to say it’s surrounding 
myself with a team. A time comes in every salesperson’s career 
when he or she says, “I’m so frustrated that I don’t have time 
for my family, my hobbies, my church, or even time to think!” 
That’s when you need to hire your first—or your next—assistant. 
That’s when you need to duplicate yourself by hiring assistants 
who can take over the tasks that you, the salesperson, don’t need to 
focus on. 

The term assistant doesn’t imply a menial job, either. Everyone has 
helpers. The chief executive officer of General Motors is, in effect, an 
assistant to the board of directors. The vice president of the United 
States is an assistant to the president; so are all the members of 
the cabinet. No matter what industry you're in, you can have other 
people do some things to ease your burden. 

Even though I tell every salesperson I work with to hire an as- 
sistant, many of them do not follow my advice. They look at it as 
money coming out of their pockets. That’s very short sighted. Some 
of my top assistants have been with me for a decade or more. I 
couldn’t operate my business without them. I wouldn’t be able to 
write this book without good people working with me to handle 
things while I take time to do this. 

Do you remember the last time you visited your dentist? You were 
probably greeted by a receptionist who pulled your file. A dental 
hygienist cleaned your teeth, took X-rays, and asked you whether 
any teeth were bothering you. Only when all that was done did 
you get to see the dentist. Was that because your dentist is lazy? Of 
course not. It’s because your dentist has learned to focus on those 
jobs that he or she is best qualified to do. 

Sadly, too few salespeople have learned this all-important 
lesson. 
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Why We Hesitate 


I think salespeople hesitate to hire assistants for three reasons: (1) 
Salespeople are control freaks; we're afraid to let things go; (2) sales- 
people believe that in the time it takes to show an assistant how to 
do something, we could do it better ourselves; (3) salespeople who 
do hire assistants often fail to delegate the whole job, so neither 
the assistant nor the salesperson is satisfied with the outcome and 
eventually the arrangement falls apart. 

If you haven't hired any assistants, however, you are one. That 
is, youre wasting your valuable selling time on all those backroom 
details that a good assistant can and should handle. As a top sales- 
person, I know Ihave to do certain things personally. I have to meet 
with my clients, I have to list houses, and I have to sell houses. But 
I do not have to put up lawn signs, file papers at the courthouse, 
answer every phone call, schedule every showing, stuff every en- 
velope, or send out every letter. . 


Start Small, Grow Large 


I’ve always had assistants to help me, right from the start. In fact, I 
helped pioneer the concept among Realtors. Even today, well over 
50 percent of all Realtors in the nation do not have an assistant. The 
superstars, on the other hand, usually have several. 

I hired my first assistant when I was just 18 years old. I would be 
working the floor, as we say in real estate, taking my turn answering 
phone calls that came into the office. The duty rotates in three- or 
four-hour shifts. I hated the duty, hated taking calls for other agents. 
If a buyer or seller called looking for a salesperson to work with, I 
wanted to talk to them. However, if a caller just wanted to leave a 
message for another agent, Id tell them to call back later. 

I’d get in big trouble with the other salespeople. I was the 
youngest person in the office, and I guess they thought I wasn’t 
paying my dues. To step up to the challenge, I hired a high school 
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student to help me after school and I paid her about $4 an hour. 
Her schedule matched mine. If I had 18 hours of floor duty one 
week, then she sat beside me for those 18 hours answering phones. 
She gave my calls to me and took messages for everyone else. That 
freed me up for what I did best—working with my clients. In ad- 
dition, all the other agents in the office started receiving legible 
messages. 

Unfortunately, even though my young assistant answered the 
phones and took messages better than just about everyone in the 
office, some of the agents were still unhappy. They thought I was 
just being a young hotshot. I learned two important lessons from 
this: (1) You can’t make everyone happy so don’t try, and (2) When 
you are innovative, praise does not always follow, but don’t let that 
hold you back. Imitation is the highest form of flattery, and I can tell 
you that the agents who complained the loudest eventually hired 
their own assistants and became superstars! 


Adding More and More 


Over the years, my number of assistants grew. The last year I was a 
salesperson for the Re/Max real estate organization (around 1990), 
I had as many as seven assistants. There were 50 other salespeople 
in that office, and none of them had even one assistant. All those 
other salespeople knew I was the top producer by far, and they all 
knew I had all these assistants helping me. Somehow, they never 
put the two together. 

Over the years, my organization grew to about 50 employees, 
many of whom are in charge of managing tasks that I don’t have 
the time or energy to attend to. During my glory days as an agent, I 
had two assistants helping me with listings, two more who focused 
exclusively on buyers, and a closing department. I had people who 
handled bookkeeping and public relations. I had assistants who 
specialized in working with people in foreclosure. All these people 
freed me up to work directly with buyers and sellers. As a result, I 
could serve more clients better. 
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Knowing Whom to Hire 


Here’s a thought: You may be spending more time with your assis- 
tants than you will with your spouse. That suggests that you need 
to hire someone you can work with. It should be someone who 
understands your goals and shares them—someone who is looking 
for a career, not just a job. You want someone who is 


e Detail-oriented 

¢ Goal-oriented 

e Self-motivated 

e Punctual 

e Organized 

e Calm, cool, and collected 


¢ Good at solving problems 


Maybe you noticed that the personality of a good assistant is the 
direct opposite of that of a good salesperson. We salespeople are 
much more excitable, driven, and over the top than a good assistant 
should ever be. We have to be. We need to ride the daily rollercoaster. 
Our assistants need a much more even-tempered approach to keep 
us on track. 

Salespeople tend to hire the wrong types: someone they can con- 
trol and feel superior to, someone like themselves, or somebody they 
feel sorry for. Don’t make the same mistake. Hire someone who is 
willing and capable of taking on a supporting role and performing 
the tasks that tend to take your focus off selling. 


Visual or Virtual? 


Keep in mind that assistants can be visual or virtual. A visual as- 
sistant is one who is physically present—an in-house staff member. 
A virtual assistant is a freelancer—a self-employed business owner 
who conducts business primarily over the Internet. You can use both 
types of assistants to increase your office productivity, but virtual 
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assistants allow you more flexibility in scaling your workforce up 
or down depending on how busy you become. 

For more about virtual assistants, refer to Chapter 19, “Scaling 
Your Business with Virtual Assistants.” 


Hire the Best You Can Get 


Today (and I admit this is fairly advanced for a salesperson) I have 
my own in-house CPA. I know a lot of people will say, “I will never 
be able to afford an in-house CPA.” Well, if you think never, you 
never will. (It never crossed my mind that I would sell 300 or 400 
houses in one year, either.) One of the very few areas where I was 
smart enough, or lucky enough, not to make major mistakes early 
on in my career was in seeing the potential of income properties. I 
used to own around 300 investment properties. I couldn’t possibly 
have handled that many properties without help! I had a property 
manager to find tenants and collect the rent and my CPA to do the 
tax stuff for me. I also had a crew and a supervisor in charge of 
handling the maintenance and repairs. 

Lalso hired an in-house attorney. I didn’t hire an attorney because 
of litigation or lawsuits. Attorneys bring much more to the table than 
just litigation skills. I hired an attorney to help families facing fore- 
closure and work with banks on foreclosed properties. The attorney 
can talk to them about all the legalities, like assignments and for- 
bearance agreements. He eventually obtained his real estate license 
to make him more qualified for dealing with my clients. I was able 
to teach him what I knew about real estate and use his knowledge 
about the law. The combination of the two helped me develop a 
very large profit center at Ralph Roberts Realty: buying and selling 
foreclosed homes. Now, I could have been intimidated taking on 
an attorney with so much knowledge and talent, but instead of be- 
ing intimidated, I harnessed his gifts and created a lucrative profit 
center around him. 

Once everything was running smoothly, I took it a step further. 
I hired an in-house controller to help direct my financial dealings 
and career in general. I put together a personal advisory board 
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comprised of people I knew and respected from various back- 
grounds and fields. Each had his or her own expertise and spe- 
cialty. Whenever I had a question or problem, I could turn to one or 
more of these professionals. They in turn could turn to me for my 
knowledge and expertise. 

Not bad for a guy whose first assistant was a part-time teenager 
who answered phones! 


Avoid Snap-Judgment Hiring 


Don’t hire the first person who walks through the door. Take your 
time; a couple of weeks are not too long to wait. Interview your top 
5 or 10 candidates a second time. Give them tests—spelling, simple 
math, copyediting. Have them compose a business letter on your 
office computer. Check their references. 

If you are hiring someone to manage your web sites or blogs 
or fill other roles in which technical expertise is required, make 
sure the applicant has those skills. Check out other web sites the 
person has built. Visit the person’s blog. You may even test the 
candidate by having him or her build a sample web site for you or 
build a PowerPoint presentation or create a spreadsheet. Take the 
candidate’s skills for a test drive, to make sure the person has the 
qualifications to do the job. 


Assign Meaningful Job Titles 


Assistant may be an accurate job title, but it can be counterproductive 
in two ways. First, very few people like to be known as assistant. 
They prefer more meaningful titles that give them status. Second, 
few clients will want to deal with your assistant. They want to deal 
with you or with somebody else who has a higher position. 

Give your assistants meaningful job titles. Your closest assistant 
may be your Second in Command. Your receptionist could be Di- 
rector of First Impressions. Your sales reps could be Sales Execu- 
tives. Your marketing assistant could be your Marketing Manager. 
Choose job titles that are not only descriptive but also convey a sense 
of status. 
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Train Them, Then Trust Them 


Before you hire assistants, you should already have a game plan in 
place to train them. Create a procedures manual for each job title 
with complete step-by-step instructions on how to perform each 
task. These manuals should be written so clearly that an alien from 
another planet could pick up the manual and perform any task 
required. If you don’t have the time or skills to create high-quality 
procedures manuals, consider hiring a technical writer on contract. 

In addition, teach new hires your trade lingo. In my business, 
we refer to for-sale-by-owner homes as FSBOs (pronounced fizz-bos). 
Your new assistant won’t have a clue what most of these terms 
mean unless you take the time to explain the vocabulary. Consider 
having one or more of your assistants accompany you to tradeshows 
or annual conventions. Other salespeople may think you are being 
wildly extravagant for paying so many people to come with you, 
but the money your assistants earn for you with the knowledge they 
acquire should more than cover the cost. 


aera Oe ET eS 
Tip: When you hire new assistants, let them shadow you for 
at least a couple of days even before you train them. This will 
allow them to observe what you do and give them a better idea 
of where their own work will fit in. They may also catch a little of 
your intensity. When you eventually get around to training them, 
everyone will have a better idea what their roles should be. 


Once you have fully trained new hires, trust them to do the job 
you hired and trained them to do. Give them real responsibility. 
I let my assistants feel that they have a real say in what happens 
around here. In fact, I tell my assistants to handle any problems as 
best they can without coming to me. I don’t even want to hear about 
a problem unless it’s absolutely necessary, because it will just bring 
me down emotionally. I’m an upbeat person, and I don’t appreciate 
anyone bringing me down unnecessarily. 

Don’t make what is probably the biggest mistake that most sales- 
people make with their assistants. You didn’t hire them just to 
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answer the phone or stuff envelopes, although they may be do- 
ing those chores, too. All your assistants must be profit centers and 
income generators for your business. They need to feel as though 
they are making a significant contribution to the success of your 
business, so don’t just stick them with menial chores. 


Pay Them to Keep Them 


Pay your people well. You may even want to consider rewarding 
them with profit-sharing and other incentives. I’m a big believer 
in bonuses as a motivational tool. I want my assistants to share a 
sense of ownership in the business with me. It’s bad business to pay 
someone a low wage and then have to hire and train someone new 
every two years. The momentum you lose training and retraining 
will by far exceed the pennies you save hiring less-experienced 
people. 

Find good people and reward them well enough so that they will 
stay. Make it worthwhile for them to remain with you. Sometimes 
you can give them a reason to want to go all out for you by re- 
warding them with some form of partnership, vice presidency, or 
other promotion. You’d be surprised at how already-great perfor- 
mance levels can improve with the right combination of rewards 
and motivation. 


Be Kind to Them—They’re Only Human 


Early in my career, in my zeal to excel, I made a mistake and drove 
some of my best assistants right out the door. I set insane production 
goals, expecting my assistants to keep pace, to work my hours. I 
expected them to share the same obsession for real estate that I had. 
I lost a lot of staff in those early days. 

At one time, I had a young buyer’s assistant for years who was 
outstanding. He had a good year, selling 152 properties. I sat down 
and projected how we were going to sell 200 homes the next year. 
Well, it kind of blew up in his brain, and out the door he went. It 
pushed him over the edge. Needless to say, he quit the team and 


74 Walk Like a Giant, Sell Like a Madman 


went out on his own. He’s selling homes for another company—not 
nearly the number he was responsible for under me, but he’s still 
moving 50 units a year and competing directly with me. It was 
a painful lesson, mostly for having lost a great guy and incredi- 
ble professional, but also for losing his production and having it 
come back at me as competition eating up some of my market 
share. 

Ilearned from this that you have to be acutely aware of what your 
assistants’ goals are. Some who work for you will have the same 
passion you do and are there to learn and grow. They will take 
whatever hours, whatever problems, and whatever responsibility 
you throw at them. Others want to work hard and contribute to your 
team, but are torn between their commitment to you and your team 
and their families. You need to help them find the right balance. 
Hey, you can learn from anybody. Perhaps if you are overworking 
yourself, you can learn balance from your staff. 


Ralph’s Special Tip: One person should be driving the bus or 
steering the boat. That’s you—the salesperson. You also need 
the right people to help make it go. Those people are your 
assistants. 


How to Know When to Hire an Assistant 
Q Are you frustrated? 


Q Does your family complain about not seeing you enough? 

Q Do you believe you're losing sales because of paperwork 
backlog? 

Q Do you work more than 60 hours a week? 


(continued) 
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Q Are your income and production already in the top half of 
your industry? 
Q Are you thinking of a career change? 


If you answer “yes” to most or all of these questions, then it’s 
time to hire your first—or next—assistant. 


Hiring, Training, and Maintaining Assistants 


Q Take your time. Hiring an assistant is too important to rush. 

Q Interview the finalists at least twice. Test applicants on math, 
spelling, computers, and office routine. 

Q Find someone compatible with your energy level and goals. 

Q Have your new assistants shadow you before you train them. 

Q Train your assistants thoroughly in your terminology, 
systems, computers, and goals. 

Q Delegate real responsibility to them. 

Q Reward them with good pay, bonuses, incentives, and 
responsibility. 

Q Keep them motivated and productive. Fire them up or fire 
them. 


CHAPTER SEVEN 


ASSEMBLY LINE 
SELLING 


sa cn A Pp A LEO RE US RIS EE a aR 


ack in 1901, Ransom E. Olds created the assembly line. 

Soon after that, Henry Ford and his employees took the 
concept to the next level by creating the moving assembly line with 
the use of conveyor belts and by pushing for the standardization of 
parts. 

Since I hail from Michigan, I figured I would apply these same 
concepts to selling houses. Instead of doing all of the work myself 
from meeting with buyers and sellers to actually filling out all of the 
paperwork required for closing, I would create a system in which I 
did what I was good at (selling houses) and outsourced the rest of 
the work to people who could do it better, faster, and for less money 
than I could do it myself. 

My decision to apply the assembly line concept to the process 
of selling houses resulted in phenomenal success. I began selling 
10 times as many homes annually as I was previously selling by 
doing everything myself, and the amount I paid assistants to take 
on the additional work was almost negligible. I made far more in 
increased commissions than I needed to pay my capable assistants. 
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In addition, I was now much happier. I was doing what I 
loved to do, and someone else was taking care of everything I 
disliked about my job. Now, as soon as I sell a house, I sim- 
ply call back to the office, and someone else starts preparing the 
paperwork. I have applied this concept time after time to ex- 
pand my business by adding new divisions. I highly recommend 
this approach to anyone seeking success when selling just about 
anything. 


Breaking Everything You Do into Steps 


In my industry, as no doubt in yours, there are many little steps that 
must take place in a transaction. When a house is sold, credit needs 
to be checked, the home needs to be inspected, and a closing date 
needs to be scheduled. If I had to do my main job—working with 
buyers and sellers—and do all that other stuff, I couldn’t possibly 
handle the volume I do. Therefore, I hire top-notch assistants to 
help me, and I create the systems—the paperwork flow—so that 
everything runs like clockwork. 

With systems-based selling, you create procedures that cover every 
step in the process, break the procedures into tasks, break the tasks 
into steps, and then hire personnel and start delegating the work: 


1. Do a step-by-step analysis of each process in your busi- 
ness, from prospecting to closing the deal to identifying 
procedures. 

2. Reduce each procedure into a series of tasks. You may even 
want to create a checklist for each task to make sure it is com- 
pleted properly. 

3. Write step-by-step instructions for each task. 


4, Delegate the work to one or more of your assistants. 


In the following sections, I cover each of these steps in greater 
detail. 
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Identify Procedures 


The first step is to identify procedures. Real estate agents might 
have a procedures list that looks something like this: 

e Sending out a marketing packet 

e Sending out a pre-listing packet 

¢ Color-coding files 

e Following up with clients 

e Processing transactions 

e Developing a sales presentation to deliver to sellers 

e Developing a sales presentation to deliver to buyers 

e Assembling a pre-closing packet 

If you're selling automobiles, tractors, computers, pharmaceu- 
ticals, lawn-care services, or any other products or services, your 
procedures list is likely to look quite a bit different. Sit down with 
a pad of paper and a pen, and start jotting down a list of proce- 


dures to follow when dealing with new clients. This should help 
you identify the procedures you already follow to make a sale. 


Break Procedures into Tasks 


Once you have a set of procedures, break each procedure into a series 
of tasks. Your goal is to make each procedure as easy to accomplish 
as possible, so you do not have to answer questions or show a new 
hire what to do. You simply show the person where the procedures 
manuals and any required tools and supplies are located. The new 
employee or team member can then follow the required steps. 

For example, the procedure for sending out a marketing packet 
to a prospective client may require your assistant to perform the 
following tasks: 


¢ Write a personalized letter or note to the client. 
e Gather the latest marketing materials. 


¢ Drop the packet off at the prospective client’s home. 
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Breaking procedures into tasks enables your assistants to execute 
the procedures with very little room for error. It also allows you to 
break things down, so they don’t seem so overwhelming. 


Break Tasks into Steps 


Break each task into steps. You may even want to illustrate the 
steps. For example, you may include in your training manual one 
or two sample letters to clients, so a new hire has a model letter for 
guidance. 

Don’t forget to include Yes/No decision steps. Your assistant 
may have to make a decision at some point in the process, and then 
follow one set of instructions if the answer is Yes and a different set 
of instructions if the answer is No. 


Delegate the Work 


Once your procedures are in place and you have one or more assis- 
tants, as discussed in Chapter 6, “Hiring Your First Assistant,” you 
can start focusing on what you do best and delegating the rest. 
Delegating becomes a matter of simply finding something that 
needs to be done and handing it off to the person most qualified 
and best trained to accomplish the task. 

Now you have no excuse for not having enough time to “get 
around to it.” Do it, delegate it, or ditch it. 


Tracking Transactions: A Case Study 


I’m naturally disorganized. That is, my brain is hardwired to be 
disorganized. I received my official diagnosis of having ADHD just 
prior to my 48th birthday. One of my assistants mentioned her 
concerns to a client of mine who happens to specialize in this field. 
My client replied that in order to gain a professional opinion, she 
would need to perform a series of tests, but based on her experience, 
she would say that “it is as clear as the nose on your face.” After 
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performing her diagnostic tests, she concluded that I did, indeed, 
have ADHD. 

Even with this “disability,” I’ve created really great systems. In 
fact, my company now runs on the systems that my team and I 
developed. Probably half the volume we do comes from having the 
right systems in place. 

Of all the reasons salespeople come to Detroit to shadow me, I'd 
say the main one is that they want to understand my systems. How, 
they wonder, were we ever able to track more than 500 transactions 
a year? 

The answer is simple: systems. Let’s take an example. A home- 
owner calls my office because she needs to sell her house. Instead of 
just taking her number, my assistants immediately do five things: 


1. Add or update the person’s contact information in our 
database. 


2. Schedule an appointment. 

3. Log the appointment into my calendar. 
4. Send out our company brochure. 

5. Gather all the forms I will need. 


An assistant will confirm the appointment a few hours in ad- 
vance, so I don’t go on any dry calls. When I get back to the office 
with the listing—and I almost always get the listing—another assis- 
tant takes the forms and starts the ball rolling on everything else: 


e Posting the listing on our computer 
¢ Advertising the listing 
¢ Photographing the home 


All these steps happen automatically. We've created the systems and 
hired and trained the staff to make them happen. 

Systems don’t remain static. We are constantly tweaking and 
improving them so they make things easier for our staff and more 
effective for our clients. 
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Tip: Always try to take someone with you as an opportunity 
to train the person and as a way to keep you at the top of your 
game. You always perform better when you are teaching. 


Green Folders, Red Folders 


A system can be as simple as using red folders for buyers, green fold- 
ers for sellers, and gray folders for foreclosures. A system is nothing 
more than a way to help you keep track of your business. Your sys- 
tem can include checklists, form letters, schedules, and worksheets. 
As your business grows in complexity, so will your systems. 

My public relations manager handles the calls that come in when 
people want to buy one of the professional products we offer to 
other salespeople, such as our DVD selling system. She keeps a 
checklist taped to the wall by her phone that reminds her of all the 
questions she needs to ask to complete each order, including the 
expiration date of the caller’s credit card. That checklist is a system, 
a way of helping our public relations manager get her job done. 

The systems in my office range from simple ones like that to 
fairly complex ones. The important thing for you to do is to start 
creating your own. No matter what you sell, cosmetics to computers, 
there are constants. You need to prospect for clients. You need to 
handle the paperwork. You need to cultivate past clients. For all of 
these activities, you can set up systems—organized processes for 
handling each chore. 


Keeping Me Out of It 


We have a closing coordinator who handles the entire process from 
the time one of our agents sells a home until the sellers and buyers 
close the transaction. Our closing coordinator has done more than 
100 closings in a month. She has a variety of checklists that go into 
every single file. There can be dozens of items, from getting the 
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home inspected to making sure both buyer and seller show up at 
closing time. Since we deal with so many transactions, she has a few 
dozen open files on her desk at any given time; these are all deals 
that are between initial agreement and final closing. She’ll go over 
those files in detail every week to make sure nothing slips through 
the cracks. 

Do Ineed to be involved in all those details? Hardly—our closing 
coordinator does her best to keep me out of the process entirely. She 
says it runs better that way! Does that mean I am unavailable if they 
need some direction? Absolutely not. Make sure you are always 
approachable and that whenever your assistant needs your help 
you can use it as a training opportunity and add it to your training 
manual. 

It’s important to let your assistants stamp their own personality 
onto your systems. For example, our closing coordinator noticed 
that she was constantly looking in some files just to see if they were 
open or closed. With hundreds of files each year, she can’t keep track 
of them all in her head. To save the trouble of pulling a file that’s 
closed, she created a little note that she sticks to the top-left corner 
of every closed file. With a quick glance, she can tell immediately 
whether a file is open or closed. She’s proud of coming up with 
an idea that made her life easier and helped our office run more 
efficiently. 


Expanding Your Business with Systems 


Several years ago, a friend of mine from Philadelphia named Allan 
Domb urged me to open my own mortgage company. Allan is the 
top condominium salesman in the world. He works exclusively in 
a marketplace of about a dozen high-rise condo buildings, a market 
of some 5,500 units with a 0 percent annual turnover. Allan controls 
more than an 80 percent share of this market, and his income runs 
well into six figures. So I listened when he told me, “Ralph, if you 
don’t open a mortgage company, I'll come over there and open it 
up for you!” 
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Allan had learned that providing mortgages for homebuyers is a 
natural outgrowth of a Realtor’s job. We’re always referring our 
costumers to banks and other mortgage lenders. Why not pro- 
vide the mortgages ourselves and capture that revenue stream? It 
was an excellent and very lucrative suggestion, and I quickly acted 
on it. 

However, I found that you can’t just open a mortgage company 
on the back of an envelope. You need to plan for it, hire the right 
people, train them to run it, and oversee the operation. You need 
those assistants and technologies that I talked about earlier. In other 
words, you need to write a solid business plan and then set up 
a system so your operation runs as smoothly and with as little 
intervention on your part as possible. 

By taking a systems-based or modular approach, you can expand 
your business by adding new pieces rather than having to rebuild 
the entire business from the ground up. The key is to have pro- 
cedures in place, hire the right people, and put a highly qualified 
supervisor in place to manage the operation. 


Plan the Work; Work the Plan 


Before you launch a new business, you really need to know where 
your new business is going. You already know that you want to 
sell more product and earn more money, but you need a plan that’s 
more detailed and more formal: a business plan. By analyzing your 
goals, both financial and personal, and having an idea of how your 
new business is going to go from point A to point B, you can set 
your new business (or division) on the right course from the start. 
The only disadvantage of being a visionary is that our enthusi- 
asm drives us to want to start right away. We already know that 
there will be obstacles as in all ventures, but we are the type who 
deal with problems as they arise. Planning ahead takes time and 
delays gratification, but realize that anything worth doing is worth 
planning. Fight the urge to forge ahead without a plan in place. 
Take the time to gather input from your closest advisors. This will 


Assembly Line Selling 85 


significantly improve the chances that your new venture will 
achieve its goals. 

I'ma little ashamed to admit it, but I didn’t write my first business 
plan until I had been in sales for nearly 15 years. I wrote it out ona 
pad of yellow legal paper, 10 sheets in all. 

At the time, I was running a business in excess of $50 million a 
year, and I’m writing on yellow sheets? I went to the bank to get a 
credit line to buy some foreclosed homes. The banker said, “Let me 
see a copy of your business plan.” I gave it to him. He said, “Well, 
it’s good, but is this how your keep your business plan?” I said, 
“Well, that’s the written copy; I could show you the typed copy, but 
we keep it back at the office for the staff.” 

Of course, I didn’t have a typed copy, and the staff didn’t know 
what I was going to do or where we were going. Just repeating this 
scenario makes me shudder. 

Before you set out on any new venture, draw up a comprehen- 
sive business plan. Several books can lead you through the pro- 
cess, or you can visit the Small Business Administration web site at 
www.sba.gov, where you will find plenty of guidance on compos- 
ing your business plan along with information about SBA offices in 
your area. 


Beginning to Change 


Several years ago, superstar salesman Stanley Mills, from Memphis, 
Tennessee, visited me and my family during the week between 
Christmas and the New Year. We spent a week writing a business 
plan. That one week spent developing that business plan changed 
my life forever. I realized how important it was to have a business 
plan at the beginning of every year and that I needed quite a bit 
more time to develop a solid plan. 

The following year, I started my business plan around Thanks- 
giving and finished it just after the first of the year. It was now 
109 pages, covering everything, including how much revenue I was 
going to generate per hour. I shared the plan with everyone in my 
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office, so my secretary, the receptionist, and everyone else knew 
that when Ralph was working, he needed to be focused on the most 
dollar-productive activities. They realized that when I’m working, 
everybody gets paid. Instead of bothering me with bills that needed 
to be paid or deliveries that needed to be made, they attended to 
those things, so I could generate business. They knew where we 
were going, how we were going to get there, and what each of them 
had to do to ensure that we achieved our goal. 

My staff has learned to protect me from myself. One day, we were 
cleaning out our office building, and I wanted to make it a team- 
building exercise with everyone involved. Well, there were a couple 
of fence posts lying in the basement, the ones with concrete around 
the bases, and some of our guys were busting up the concrete so we 
could get rid of the poles. It looked like fun, so I went over there and 
took a sledge and started hammering it. Jane, who had been with 
me 11 years, came up to me and said, “Ralph, you’re a rainmaker; 
if you get hurt, none of us works, so why don’t you let the guys do 
that?” 


You’re a Business, Not an Employee 


To this day, I find it incredible that I worked so many years without 
a business plan. Now it seems crystal-clear to me how important a 
business plan and goals are to a successful salesperson. Years ago, 
I didn’t see it. Without a plan and goals, you run the risk of being 
like a motorboat without a rudder. You end up going in circles or in 
random and ineffective directions. 

Whether you are a salesperson, sales manager, or an owner of 
your own company, you are an entrepreneur and you need to have 
a business plan. You need to put down what you’re going to do. One 
of the important benefits of writing a business plan should be getting 
a grasp on what you should be making per hour. An understanding 
of what your time is actually worth is essential. Once you begin to 
truly understand that, you'll probably see how ridiculous it is for 
you to do clerical work that you could delegate. 
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Not Perfect, but Good 


I won't kid you and say all my systems are perfect. They’re not. 
We make mistakes, too. We’re always tinkering with our systems. 
We create new ones all the time. They can be challenging to set up, 
but eventually they run well. The proof is in the volume that we’ve 
been able to do; no one agent working alone could possibly handle 
more than 500 home sales a year without excellent systems. 

So take your time, set up your systems, and if they don’t work 
like magic, then make adjustments until they do. If you do things 
methodically, you can get to the next level. 


Q Have I performed a step-by-step analysis of each process in 
my business? 
Have I reduced each part of this process to a checklist, 
complete with the detailed steps that make up each stage? 
Have I trained my assistants to follow the checklist for each 
and every transaction? 
Do I allow my assistants to customize my systems to fit their 
own work habits? 
Have I developed systems to cover my prospecting, 
paperwork flow, promotional activities, and all other aspects 
of my business? 
Do I have a business plan? 
Is my business plan written down? Is it available for my 
employees and advisers to read and understand? 
Does my business plan outline my goals, both short term 
and long term? 
Does it go into detail about my sources of income, expenses, 
and schedule? 

Q Dol follow my plan or amend it if I find I can’t follow it? 


CHAPTER EIGHT 


HOSTING YOUR 
OWN HOUR 
OF POWER 


very weekday, I spend one hour making 100 phone calls. 

I call it my Hour of Power. I select a group of people I 
want to contact. The group may consist of the people I work with on 
the Macomb County Voice (a community blog we created). It might be 
the top-selling real estate agents I know through Star Power. It might 
be talking with Power Team Leaders across the country, Macomb 
County Habitat for Humanity Board Members, community leaders, 
or coaching clients. It might be people I sold houses for or those I 
sold houses to. I tell everyone in the office that my Hour of Power is 
about to commence, and they know not to disturb me. Then, I shut 
myself in my office and start dialing. 

If someone answers, I deliver my energetic greeting, ask them 
how they’re doing, and perhaps mention one of the details I’ve 
recorded in my contact-management program; maybe it’s their an- 
niversary or one of their children’s birthdays. If nobody answers, 
I move on to my next call. If I get the answering machine, I leave 
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a message. I may even sing “Happy Birthday,” wish the person a 
happy St. Patrick’s Day, or say something goofy right off the top of 
my head that I think will make them smile. 

(I learned the Happy Birthday Call from Stanley Mills of Crye- 
Leike Real Estate in Memphis Tennessee. When I shadowed Stanley, 
he would print off a sheet of everyone’s birthdays and anniversaries 
for the month. He would keep the list above his visor in his car, 
making the calls and never once mentioning real estate.) 


Hour of Power Origins 


The Hour of Power originated in the Crystal Cathedral, where 
Dr. Robert Schuller delivered his weekly inspirational message to 
a packed house and national audience every Sunday morning for 
over 37 years. 

My Hour of Power has nothing to do with religious beliefs other 
than the fact that you need to do it religiously every day. Even if 
you don’t quite meet the goal of making 100 calls in 60 minutes, 
form a habit and get your staff to understand how important this is 
to everyone’s success. 


The Goal: Pearls Called Referrals 


The goal of the Hour of Power is to increase your referral 
business—gathering the pearls called referrals. It’s about leveraging 
the power of the Rule of 250 that I introduced in Chapter 4. Accord- 
ing to the Rule of 250, each person knows at least 250 other people 
they can tell about you. No matter what you are selling, the Hour 
of Power is a proven method for increasing your referral business. 

Far too many salespeople fail to leverage the power of satisfied 
customers. They spend a great deal of time and energy satisfying the 
customer, and then they toss away that huge investment by losing 
contact with the person. As a result, they expend time and energy 
in a constant pursuit of new customers. 
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Keep in mind that you already earned the respect of every cus- 
tomer you have satisfied. Your customers may not know how to 
thank you, so give them the best way possible to thank you: by 
sending referrals your way. 

Unfortunately, customers and clients often forget even the best 
purchase experiences they’ve had. With the Hour of Power, you 
deliver a subtle reminder. You keep the experience alive in their 
minds. When that customer is talking with someone who is in the 
market for whatever you sell, he or she will recommend you without 
hesitation. You become synonymous with what you sell. 


Note: Harvey McKay, the envelope salesman, taught me that 
the better your database, the better your business. According 
to McKay, you should know at least 66 things about each of 
your clients. 


No Selling! 


What you say during your Hour of Power phone calls isn’t that 
important, but it should never be about selling—no selling. The 
Hour of Power is about connecting on a personal level and keeping 
your name and face and what you sell fresh in the minds of all the 
people you know. 

When you connect with people (or their answering machines), 
let them know that you’ve been thinking about them. If a holiday 
is near, wish them a happy holiday or ask whether they have any 
plans for the holiday. If they are married, ask how their wife or 
husband is doing, and if their anniversary is approaching, wish the 
person a happy anniversary. The key is to remind the people you 
call that you still exist and that you are thinking about them. 

Remember that your other marketing efforts are no replacement 
for the personal touch. You may be doing all the right high-tech 
marketing with web sites, blogs, drip e-mail campaigns, and print 
marketing, but that stuff cannot possibly match the power of your 
own voice. 
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No Interruptions! 


When you’re doing your Hour of Power, you must not be inter- 
rupted. Make sure anyone who may be tempted to interrupt you 
knows not to. If you work in an office, tell the receptionist and ev- 
eryone else within earshot that you will be incommunicado for one 
solid hour. If you sell from home, tell your partner (and any children 
you may have) that you are not to be disturbed. 

If someone returns a call in response to a message you left on his 
answering machine during your Hour of Power, the call counts as 
an interruption. Don't answer it. Someone else in your office should 
answer the call and take a message. There must be no interruptions. 

You can call the person back later, after the hour is up. Your goal 
is to make it through your list of 100 people, and you have only 
60 minutes to do it. 


SSS ee eee ee) 
Tip: loften use my Hour of Power to train salespeople I coach. 
I bring them in and have them watch and listen so they can begin 
to imagine how they would host their own Hour of Power. I 
believe that you are always better when someone is watching, 
and this really gets the trainee pumped up. 


Make the Commitment 


Istrongly recommend that you implement the Hour of Power strat- 
egy, regardless of what you sell. If you make 100 calls a day, five 
or six days a week, I can almost guarantee that you will begin to 
see a dramatic boost in sales in a relatively short time. When you 
are ready to take the leap and implement your own Hour of Power, 
keep the following important points in mind: 


e Strive to achieve the goal of 100 calls a day. When I coach 
people, I have them turn in their call logs to me at the end 
of every week. Making the bare minimum of 25 calls a day 
delivers some benefit, but the truly successful salespeople are 
those who do closer to 100 calls a day. 
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¢ What you say when you call is not all that important. What 
is important is that you make the call and establish contact. 
Leaving a voice mail message counts as contact. 


e No selling. I know I said it before, but it deserves repetition: 
The Hour of Power is about building relationships. 


¢ Do not get into a lengthy conversation. You have an average of 
36 seconds per call. 


e Limit yourself to five or six days to avoid burnout. 


e Challenge yourself to make some difficult calls. Put new people 
on the list—people you would like to meet, organizations you 
want to learn more about, interesting people you might like to 
partner with, and so on. Remember, it all begins with a call. 


Keep a Tally Sheet 


As business starts to pick up—and it will, assuming you put your 
Hour of Power into practice—you will naturally start attending 
to other things and shove your Hour of Power to the side. Some 
salespeople don’t even make it to that point. They run out of steam 
after the first couple of days, long before they can reap the benefits 
of the Hour of Power. 

For any technique to work, however, you need to do it and keep 
doing it. Create an Hour of Power tally sheet, and track the number 
of calls you make each day. Total the calls for a weekly and monthly 
count. This will help you stay on track. 


Just Do It! 


The single most important thing about the Hour of Power is that 
you do it. Keep a log and hold yourself accountable or team up with 
another salesperson you know and hold one another accountable. 
If you have a personal partner, as discussed in Chapter 3, make 
sure this person knows about your Hour of Power goals. Share 
your tally sheet with your partner, so you feel more accountable. 
When I coach salespeople, they turn in their Hour of Power tally 
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sheets to me at the end of each week. This helps keep them on 
track, because they have to report in, and they want to report good 
news. 

Once you have formed the habit, it becomes second nature—it 
doesn’t even feel like work. The rule about not selling actually 
makes placing the calls easier. There is no pressure on you and no 
pressure on the recipient of the call. They won't mind the call; they 
won't avoid it; they will actually pick up the phone and enjoy the 
brief exchange. 


Force Yourself into the Zone 


Although my Hour of Power is dedicated to placing phone calls, 
the primary reason it is so effective is that it focuses my time and 
energy on performing a single task in a limited amount of time. It 
enables me to do something that most people would never believe 
possible: calling 100 people in 60 minutes. 

Most salespeople hate making phone calls, so they procrastinate. 
They may look at a list of 100 people to call and think, “This is 
going to take me all day!” So, what do they do? They put it off, and 
it never gets done. By setting aside one hour to make those calls 
and removing all distractions, you force your mind into a tunnel 
in which the only way out is to place the phone calls. You force 
yourself into the zone. 

The source of power in the Hour of Power is focused energy. Instead 
of taking an overwhelming chore and setting a “realistic” timetable, 
you take an overwhelming chore and tell yourself, “Okay, now you 
have only 60 minutes to do this. Get going, the clock’s ticking.” All 
athletes train. Consider this your training. 


Extend Your Hour of Power to Other Tasks 


Apply this same technique to any aspect of your business. The more 
you hate performing a particular chore, the better a candidate it is 
for an Hour of Power. 
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Consider extending your Hour of Power to different aspects of 
your marketing plan. Set aside an Hour of Power once or twice a 
week for writing blog postings or articles. Set aside another Hour of 
Power for contacting reporters. Spend an Hour of Power reviewing 
your marketing plan, improving what works, and removing what 
doesn’t. Spend an Hour of Power networking with other profes- 
sionals in your industry or sending greeting cards to past clients. 
Your Hour of Power could even be an hour meeting at the local 
Rotary or Lion’s Club or another community event. 

When establishing an Hour of Power for any activity, keep the 
following key points in mind: 


e Expand work; condense time. Pack as much work into that 
hour as possible, so the task seems nearly impossible. 


e Seta clear, measurable goal. You can’t get much clearer or more 
measurable than 100 phone calls in one hour. 


¢ Stick to one hour. Do not fall for the temptation of giving your- 
self more time. At the end of the hour, stop. 


e Schedule a specific hour of the day or week. If it is not written 
down on your calendar, it is too easy to push off your schedule. 


e Eliminate distractions. Devote your hour to a single task. 


e Keep accurate records to keep yourself honest. 


You need to hold yourself accountable for your Hour of Power 
commitments. When I coach people, I tell them from the very start 
that I can offer them many ideas and systems for boosting sales, 
but they have to put these ideas and systems in action. I require all 
those I coach to submit weekly Hour of Power reports, showing the 
number of calls they made each day. I often receive only apologies 
and excuses. Apologies and excuses do not boost sales. 

Prohibiting interruptions is critical, especially if you’re work- 
ing with someone on a task. Whether you are reviewing e-mail 
messages, files, or correspondence; preparing a PowerPoint pre- 
sentation; developing a marketing campaign; or performing any 
other task, keep two things in mind: (1) Your assistant’s time is 
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important. (2) Your assistant wants to complete the task and do 
a great job. Interruptions will distract you and your assistant and 
perhaps drag your assistant off to attend to something else. Even 
worse, it can make your assistant feel that their contribution is of 
little value or importance. Practice being in the “Now” moment. Try 
to focus on what you are doing and prohibit anyone from intruding. 

Being ADHD, I like to multitask to the extreme. I can sit in meet- 
ings looking at my BlackBerry, working on my computer, or reading 
paperwork. My assistant knows that I can do all of these things and 
still hear what is being said, but as she pointed out to me some 
time ago, from the other side of the desk it appears that I am not 
completely interested or in tune. Because I wasn’t make eye contact 
with the person who was talking, I often came across as disinter- 
ested. Now I make every effort to not multitask when talking with 
someone who has come to expect my full attention. Believe it or 
not, Ihave found that I can actually get more done this way, and the 
people around me feel less frustrated and better about themselves 
and about me. 


Focus on Dollar-Productive Activities 


One word of caution concerning your Hour of Power: Apply it only 
to tasks that you need to perform to generate business—what I like 
to call dollar-productive activities. You should not be wasting your 
time on chores that do not generate sales. Your job is to market 
yourself and your business and meet with prospects and clients. 
Hire out everything else. 

The Hour of Power is all about maximizing your efficiency in 
carrying out dollar-productive activities. Identify the activities that 
are going to generate the most business but that you often put off, 
and set aside a fixed amount of time every week to carry out those 
activities. 

Remember, becoming a top producer is not easy. Sales gurus 
often claim to offer seminars, books, and CDs that reveal the hidden 
secrets of sales success, but the fact is that there is no secret. You 
have to work at it. Start today. It takes only an hour. 


Hosting Your Own Hour of Power 97 


Q The goal of the Hour of Power is to increase referrals. 

Q No selling! Make personal connections during your Hour of 
Power. 

Q No interruptions! You have an average of only 36 seconds 
per call. 

Q Tally the number of calls you make each day, week, and 
month, and work toward the goal of placing 100 calls per day. 

Q Even the best strategies fail unless they are put into practice. 
Just do it! 

Q Instead of giving yourself more time to perform undesirable 
tasks, give yourself less time. Force yourself into the zone. 

Q Extend your Hour of Power to other undesirable tasks, such 
as writing blog posts, contacting reporters, or going door to 
door to introduce yourself to prospective new clients. 

Q Focus your Hour of Power on dollar-productive activities. 


CHAPTER NINE 


DATING YOUR 
LEADS BEFORE 
SOMEONE 
ELSE DOES 
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eople who know me are rarely aware that I moonlight as 

P a marriage counselor. I tell workaholic spouses, “You'd 

better date your wife (or husband) or someone else will.” The 

same can be said to salespeople: Date your leads or someone else 
will. 

I see far too many real estate agents invest heavily in generating 
new leads (even buying them outright) and then completely drop 
the ball on nurturing those leads. That is the equivalent of spending 
months of your life wooing your sweetheart, finally convincing the 
person to marry you, and then completely ignoring him or her 
for the rest of your married life—which would probably be a very 
short-lived marriage. 

You must continue to nurture your relationships with your leads 
until they finally decide to make a purchase decision. When they 
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ultimately reach that point, you will have already positioned your- 
self as the salesperson of choice. 


It Takes Five to Seven Contacts to Make a Sale 


Now, more than ever, consumers are awash in advertising and mar- 
keting messages from a host of media sources, including the In- 
ternet, television, radio, direct mailings, newspapers, magazines, 
and even billboards. All of these messages are vying for consumer 
attention, and eventually one of them will rise above the rest. You 
want that message to be yours. 

Most sales experts agree that you need at least five to seven con- 
tacts with a prospective client to close a sale. During these contacts, 
you have the opportunity to prove yourself reliable and trustworthy 
and convince the prospect that you can deliver superior products 
and services. Unfortunately, many salespeople think a single con- 
tact is sufficient. They e-mail or call the prospective client once, and 
then, in an attempt not to appear pushy, wait for the prospect to 
make the next move. This is the equivalent of letting the proverbial 
fish off the hook. Don’t stop until you have landed the fish. 

You greatly improve your chances of making the sale by staying 
in regular contact with the prospective client until that person is 
ready to make a purchase decision. When that time comes, you will 
have already sown the seeds of the sale and can begin to reap what 
you have sown. 


Implement a Foolproof Lead Follow-Up System 


Imagine back to when you were dating one of your sweethearts. If 
you were really trying to make a good impression, you planned the 
date well in advance. Perhaps you ordered flowers or a gift, made 
dinner reservations, purchased tickets for a performance, had your 
car washed, and even rehearsed the sweet nothings you planned 
to whisper during the most intimate moments. In other words, 
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everything was carefully planned to ensure that no detail was over- 
looked and your sweetheart would at least be willing to consider a 
second date. 

Just think of what a fiasco it would be if you waited until the last 
minute. The florist is closed, your favorite restaurant is packed, the 
performance is sold out, and you don’t even have a decent suit to 
wear. You pick up your date and spend the entire evening looking 
for something to do. By the end of the evening, you’re ready to go 
home alone, exhausted, while your date is busy thinking up excuses 
for the next time you call. You begin to wonder why you've never 
had a second date. 

Proper lead management means proper planning. You need to 
put a foolproof system in place before your lead arrives, so you 
know the precise steps you will take to transform that lead into 
a paying customer. Ideally, your system will be automated, so the 
process of following up with leads does not require a great deal of 
time and effort. 

Systems may vary depending on the product or service you sell 
and the way your customers typically shop and ultimately make a 
purchase decision. However, you can use the following system as 
an example on which to model your own custom lead follow-up 
system: 


1. Add the lead’s contact information to your database or contact- 
management program. 


2. Contact the lead via either phone or e-mail. Introduce yourself 
and let the prospect know where you heard about her and what 
you can do for her. The first sales representative to contact the 
lead is the most likely to make the sale. 


3. Assign the lead toa category. If you are in real estate, for exam- 
ple, you may categorize leads as first-time buyers, sellers, up- 
sizers, downsizers, looking for a second home, or investors. In 
other cases, you may categorize leads based on where they are 
in the decision process: just looking, gathering information, 
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comparison shopping, or ready to buy. (See “Categorizing 
Leads,” later in this chapter, for additional details.) 


4, Mail your marketing packet to the prospect. (You may have 
several different marketing packets, each of which is designed 
for a particular lead category.) Your packet should include a 
folder with the following materials: 


e Your business card 


e A letter of introduction describing who you are and how 
you help your clients 


e Your resume 
e Your company, team, or personal mission statement 
e A brochure 


e Reprints of any positive press you've received in the news- 
papers 
5. Assign the prospect to a drip e-mail campaign, as discus- 
sed later in this chapter in the section “Launching a Drip 
Campaign.” You should have several drip e-mail campaigns, 
one for each category of leads. 


Receiving Leads 


The first step in dating your leads is to have some sense of where 
your leads are likely to originate. Some lead-generation services, 
for example, can send leads to you via e-mail and forward them to 
your cell phone at the same time. Others may require you to log 
on to the service. You may obtain other leads when you are talking 
with existing clients or when prospective clients call about one of 
your advertisements. 

Jot down a list of all the possible sources of leads and the method 
by which you are most likely to receive them—via phone, e-mail, 
web sites, direct mail responses, and so on. 

Next, decide how you are going record the incoming leads, and 
perhaps who on your sales team is going to be in charge of tracking 
leads and launching your follow-up campaign. 
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Tip: When leads arrive, have a system in place to record the 
marketing source for the lead. Did the lead come from a referral, a 
direct-mail campaign, a TV or radio advertisement, a newspaper 
ad, or some other source? This data will come in handy later 
when you need to decide where to invest more of your marketing 
dollars. 


Categorizing Leads 


As leads arrive, you should have some system in place to catego- 
rize them. Your system of categories is best if it matches the types 
of clients you have. For example, if you sell both products and ser- 
vices, you may start with two categories. If the lead is interested 
in products, you assign the person to the products category. If the 
lead is more interested in services, the person goes in the services 
category. If you are selling insurance, you may categorize leads by 
homeowner’s insurance, auto insurance, health insurance, and life 
insurance. 

If you are at a loss for creating categories, one approach that 
works across the board is to decide where each lead currently is in 
the purchase decision process: 


e Need awareness: Most leads are already past this point, but 
may still be teetering on the edge of whether they really need 
your product or service. Don’t assume that the person has 
already decided to make a purchase at this point and is simply 
looking for the right product or service. If the customer is still 
uncertain of the need, you may need to address this early in 
your communications with the customer. 


e Information gathering: Early in the purchase decision process, 
people will be simply gathering information. This is when fol- 
lowing up with leads is most important. By providing prospec- 
tive customers with reliable, relevant information, you service 
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their current need, establish yourself as an expert on the prod- 
uct or service, and gain an edge on the competition. 


e Comparison research: After gathering sufficient information, 
a customer moves into the comparison phase, during which 
he or she considers other similar products and services. At 
this point, you need to be ready to show how your product or 
service is superior to what the competition has to offer. What 
do you offer that the others don’t? 


e Purchase decision: Even if you succeeded in winning the cus- 
tomer during the first three stages, it’s easy to lose a customer 
in this critical fourth stage. Here, the customer may be sit- 
ting on the fence, doing risk assessment. The customer doesn’t 
want to pay too much, choose a lousy product, or deal with 
the consequences of deciding not to purchase at this time. This 
is usually a good time to review the benefits of your product 
and service. Remember: When the person finally makes his or 
her purchase decision, stop selling! You can often lose a sale by 
continuing to sell past this point. 


e Post-purchase: After the purchase, a customer can still back 
out. At this point, you simply need to gently reinforce the fact 
that the customer made the right decision. 


If you know where each lead is in the purchase decision process, 
you have a better sense of what you need to tell them and of what 
sorts of information and marketing materials they need. This allows 
you to customize your lead follow-up system in a way that more 
effectively addresses the needs of each lead. 


Importance of Being First 


The dating process commences as soon as you receive the lead. 
In most cases, you are not the only sales representative receiving 
the lead. Your lead-generation service probably sent the lead to 
several other representatives in your farm area, and the first person 
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to contact the lead has by far the best chance of ultimately landing 
the sale. 

If you are commonly out of the office when leads arrive and you 
are in charge of making the initial contact, make sure your system 
includes a method for notifying you of leads as soon as they arrive. 
If your lead-generation service can automatically forward leads to 
your cell phone, this is probably the best option. Otherwise, make 
sure the person in charge of receiving leads in your office knows to 
call you or text-message you with leads as they arrive. 

I cannot stress enough the importance of being the first sales rep 
to contact the lead. Ideally, you should contact the person by phone 
to introduce yourself personally and find out more about his or her 
needs. This is especially important if the person requested specific 
information or a quote, such as available interest rates on loans, the 
cost of insurance premiums, details about a product or service, and 
so on. 

When prospective clients are simply registering to receive general 
information, you may want to add them to a drip campaign, as 
explained in the following section. 


Launching a Drip Campaign 


A drip e-mail campaign consists of a series of soft-sell e-mail mes- 
sages delivered to a prospective client automatically over an ex- 
tended period. Unlike form letters, a drip campaign personalizes 
the e-mail messages and targets them to whatever category you as- 
sign the prospect. In other words, in the real estate business, a first- 
time buyer would receive a different series of letters than would an 
upsizer or downsizer. 

Once or twice a week over the course of a few weeks or a few 
months or years, depending on the prospect category, your drip 
e-mail software sends a message to the prospect. The messages 
typically contain a valuable piece of information or a tip that the 
prospect is likely to find very helpful. In drip campaigns, you gen- 
erally want to avoid heavy-handed sales pitches. 
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Tip: For an example of a successful drip campaign, visit 
GetFlipping.com and click the link to sign up for my free course 
on flipping houses. For 31 days, you will receive a lesson a day 
via e-mail. 


Set Up a Drip Campaign 


Several companies offer prepackaged drip e-mail campaigns specif- 
ically for real estate agents. Point2 Agent, for example, is a lead- 
generation service for real estate agents that has its own drip e-mail 
campaign built in. When prospective clients register for the service, 
Point2 Agent automatically assigns them to one of the following 
categories and places them on a drip campaign for you: 


e Buyer campaign 
e Informed buyer campaign 
¢ Seller campaign 


¢ Mortgage calculator campaign 


Several companies also market the specialized software you need 
to build your own, custom drip campaign. You simply write the 
series of messages you want to send out to prospective clients in 
each category and upload those messages to the service. When 
you obtain a lead, you add the person to your list of prospects in 
your lead-generation software, assign the person to a drip e-mail 
category, and the service takes care of the rest, sending out your 
messages on the predetermined schedule. 

I use Rainmaker E-Central at www.rainmakerecentral.com to 
manage my drip e-mail campaigns, but other companies offer sim- 
ilar products and services. Use your favorite Web search tool to 
search for “drip campaign,” “targeted direct mail,” “scheduled au- 
tomatic mailings,” or “focused direct marketing” to research your 
options. 
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Tip: Whichever drip e-mail service or software you use, make 
sure you can add new prospects to the drip campaign at any 
time and have them receive all of the messages. With some 
services, if you add a prospect later and two messages have 
already gone out, the first message that goes to the new prospect is 
message #3. 


Add a Newsletter to the Mix 


A newsletter can function as another tool in your drip campaign. 
Current and prospective clients may find that monthly newsletter 
packed with interesting content to be a valuable reward for doing 
business with you. 

When you decide to roll out your newsletter, design a top-notch 
publication. You may not get a second chance to make a good first 
impression. As you craft your newsletter, keep the following guide- 
lines in mind: 

e Write short and sweet. People don’t have a lot of time to read 
lengthy articles. Make it a single page, cover one to three topics 
per newsletter, and try to limit each article to 500 words, tops. 
Break up your articles with subheadings and lists to make the 
text easier to digest. 


¢ Keep it simple. Stick with a single-column format, or two 
columns at the most. At the top, include your company name 
and logo. Avoid the common temptation to spatter cute images 
all over the page. Use images sparingly to convey information 
or show off your products. 


¢ Reinforce your brand. Make the design consistent with your 
business cards, stationery, brochures, and other marketing 
materials. 

e Proofread it. Spelling and grammar count. If you send out 
a newsletter riddled with errors, your clients will wonder 
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whether you will be just as careless when handling their 
accounts. Have at least two sets of eyes proofread the newslet- 
ter before distributing it. 


Send Cards, Gifts, and Other Tokens 


Although a drip campaign is technically an automated process car- 
ried out via e-mail, you might also want to connect with your clients 
using more traditional methods, such as by sending cards, letters, 
and other tokens of your appreciation. Sometimes combining the 
old with the new can be very effective. 

I always try to give everyone I meet a gift. My first gift is my 
business card. The next time I see the person, I might hand him a 
brochure. Once people have my business card and brochure, I might 
give them a copy of a book J have found to be inspirational. 


Give Recipients the Option to Opt Out 


Whenever you place someone on a drip campaign or any direct 
e-mail program, give the recipient an easy way to opt out. Oth- 
erwise, you will come across as a spammer. The person will feel 
trapped and eventually grow to resent rather than respect you. 

At the bottom of every e-mail message you send out, include in- 
structions on how to opt out of receiving any more e-mail messages. 
You always want your clients to feel as though they are in control 
of the situation and ultimately of the purchase decision. 


Remain Persistent without Being Overbearing 


If you do not hear back from your lead, call the person sooner 
rather than later. Ask where he or she is in the decision process and 
whether you can do anything right now to be of assistance. 
Whatever you do, do not let that lead off the hook. Before my 
wife agreed to marry me, I had to ask her 11 times! Some leads can 
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be just as picky when choosing an agent to represent them. Remain 
persistent without nagging, and transform those leads into sales 
and those sales into business! 


Q Date your leads, or someone else will. 

4 Remember that it takes an average of five to seven contacts 
with a customer to make a sale. 

Q Have a system in place to follow up with leads before you 
start looking for them. 

Q Categorize your leads, so you can present them with 
marketing materials that address their needs. 

Q Strive to become the very first sales representative to contact 
the lead. This gives you a huge advantage over the 
competition. 

Q Add all new leads to a drip e-mail campaign, but give them 
the choice to opt out. 

Q A monthly newsletter with valuable, relevant information is 
a great way to stay in touch with both existing clients and 
new prospects. 

Q Don’t let those leads off the hook—be persistent. 


CHAPTER TEN 


BUILDING A 
BRAND THROUGH 
SHAMELESS 
SELF-PROMOTION 
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alespeople often get stuck on a prospecting treadmill in 

) constant pursuit of new clients. When you walk like a 

giant, however, you no longer have to chase customers. You become 

the target, the brand name that everyone recognizes and everyone 
wants. 

Because of my marketing efforts, I am constantly approached 
by prospective clients who want me to buy or sell their home, local 
and national news organizations who need insights and information 
for real estate-related stories, companies who want me to be their 
spokesperson, sales professionals who need mentoring or coaching, 
publishers who want me to write books, and organizations from 
around the world who want me to speak to their members. I can 
cherry-pick the opportunities I want to pursue. I wake up every day 
knowing that I will never be without a lucrative opportunity. 
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All of this has come to me due to my comprehensive, unrelenting, 
and shameless self-promotion. 

How do I do it? That is the subject of this chapter. I show you 
exactly how to orchestrate a shameless self-promotional campaign 
of your very own. 


Caution: Shameless self-promotion is not the same as going 
on an ego trip. In many ways, it’s the exact opposite. Sure, you 
want to promote your skills and expertise so people trust that 
you can deliver the goods, but you need to check your ego at the 
door. Remember: The most effective way to promote yourself 
is by helping others solve their problems and achieve their 
goals. This often means placing your client ahead of yourself. 
In this way, you might consider shameless self-promotion to be 
selfless self-promotion. 


The Emphasis Is on Self 


To walk like a giant, above everything else you have to focus on 
promoting yourself. Sure, you may also be marketing your com- 
pany and the products and services you sell, but those entities are 
merely peripheral interests. By promoting yourself, you ensure long- 
term success. Even if you change companies or start selling other 
products, you retain all the benefits of the time, money, and energy 
you invested in your self-promotional efforts. 

Remember that before clients will buy from you, they have to buy 
into you. They have to know you and trust you, know what you sell, 
and believe that you are going to treat them fairly and with respect. 
The goal of your marketing campaign should always be to build a 
high positive profile that constantly reinforces your image and the 
fact that you are knowledgeable and trustworthy in the minds of 
your clients and prospective clients. 
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Comprehensive and Unrelenting 


Many people in sales and business make the mistake of indulging 
in hit-or-miss marketing campaigns. They run a TV commercial and 
see how that does. The next week, they place an ad in the paper or 
run something on the radio to determine whether that will drive 
in more business. Perhaps they dabble on the Internet, creating a 
second-rate web site in which they later lose interest. 

Hit-or-miss marketing campaigns are destined to fail, because 
they have no lasting impact on clients and prospects, whose minds 
are infiltrated with a daily barrage of advertisements. A single ad 
does not imprint an image on the collective mind of your audience. 

To be effective, a marketing campaign must be comprehensive 
(as in multimedia) and unrelenting (as in never letting up). You 
need to build a marketing blitz that never loses its intensity. Even- 
tually, your marketing will develop a life of its own: It will go viral, 
delivering countless opportunities to your door. 


Comprehensive 


The most effective self-promotional campaigns are comprehensive, 
making use of business cards, brochures, online Internet marketing, 
TV, radio, newspapers, magazines, professional journals, e-mail, 
social networking sites, and any other source of information for 
prospective clients. A comprehensive campaign serves three main 
purposes, allowing you to: 


1. Spread the word. If people do not see your message in one 
media channel, they are likely to see it in another. 


2. Reinforce your message. When people see you on TV, hear 
you on the radio, read about you in the newspapers, and see 
your web sites or blogs on the Internet, you begin to take up 
permanent residence in their minds. 


3. Leverage your marketing muscle. Every marketing message 
reinforces the effectiveness of your other messages. Your web 


114 Walk Like a Giant, Sell Like a Madman 


site or blog may draw interest from the press, for instance, who 
will then mention your web site or blog in their reports and 
draw even more traffic to you. A publisher may notice your 
popularity and offer you a book deal, which adds to your 
credibility and drives even more business in your direction. 
You may hand people a business card with your web site 
address on it, encouraging them to visit your site, where you 
sell them a book that convinces them they want to hire you to 
sell their house. 


Once it gets going in full gear, a comprehensive marketing cam- 
paign is a thing of beauty. It starts to generate a buzz that begins to 
propel itself. The buzz just keeps growing in intensity and reach- 
ing more and more people, who begin to flock to you for more 
information, insights, products, and services. 


Caution: Before launching your self-promotional campaign, 
gear up for the increase in interest and business you are about 
to receive. If you are ill prepared, poor customer service could 
drive away the people you spent so much effort attracting. 


Unrelenting 


Shameless self-promotion relies on energy, enthusiasm, and mo- 
mentum. If you ease off the gas for even one or two weeks, you 
begin to lose speed. Your image in the minds of consumers begins 
to fade. 

Before you decide to begin, make a commitment. In Chapter 8, 
“Hosting Your Own Hour of Power,” I encourage you to set aside 
an Hour of Power for anything you want to accomplish. Make a 
commitment to spend at least one hour per day promoting yourself. 
You may spend this time planning your self-promotional campaign, 
coming up with ideas for articles, meeting with your marketing 
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assistant to go over ideas for designing a web site or blog, attending 
community events, and so on. 


Note: Asa shameless self-promoter, your job is to generate 
business and revenue for yourself and all those people you 
have to hire to take care of the daily tasks required to run 
the business. You are the rainmaker. In other words, your job 
is to market yourself, so you had better be prepared to hire 
people to take care of the daily chores, as I discuss in Chapter 6, 
“Hiring Your First Assistant.” 


Discovering Your Unique Brand Focus 


Close your eyes and imagine the president of the United States or 
Martin Luther King Jr. or Donald Trump. You can probably come 
up with a clear image of what each of these characters looks like, 
because they have attained celebrity or even legendary status. That’s 
what you want, and proper branding can deliver it; but first, you 
need a central brand focus—something unique that is totally you, 
and something that will excite you and everyone around you. 

A real estate colleague of mine in Montgomery, Alabama, Sandra 
Nickel, is known far and wide as the “Hat Lady.” She wears a dis- 
tinctive hat wherever she goes. Her hat logo appears on her business 
card, on all of her correspondence, and even on her web site, Invest 
in Montgomery, Alabama (www.investinmontgomeryalabama. 
com). Sandra has a solid team of real estate professionals who han- 
dle the daily business. She functions as the rainmaker, ensuring 
that the phones keep ringing and the Internet remains abuzz with 
the voices of interested buyers and sellers. She tells the story of 
Midtown, and she volunteers tirelessly to improve the community. 
In the process, the Hat Lady attracts a lot of attention and lots of 
business. 

Several years ago, I decided to form a brand around an 11-foot- 
tall, 500-pound nail. The nail already had some local appeal; in 1998, 
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to demonstrate how their NailGard® self-sealing passenger tire 
worked, Uniroyal placed the nail into the tread of its 80-foot tire, 
which had stood alongside Interstate 94 since 1965. The giant tire 
was created as a Ferris wheel attraction for the 1964/65 New York’s 
World Fair. 

I purchased the Big Nail on eBay for $3,000 (the seller donated 
the proceeds to a local charity), and then I proceeded to parade 
it around town and loan it out for charity events. Now, all of my 
marketing materials have the Big Nail on them. I even have a web 
site about it at (you’ve probably guessed) BigNail.com, where you 
can read all about it. 

I am not suggesting that you have your own 11-foot-tall, 
500-pound nail custom built for you, but you should have some- 
thing that sets you apart from the competition and will appeal to 
your target market. Then, you should drive home that image in ev- 
ery piece of your marketing materials, including on your web sites 
and blogs. 


Designing an Attractive Marketing Packet 


The first component of your shameless self-promotional campaign 
is an attractive marketing packet that you can deliver to prospects 
before meeting with them. You should have a standard packet for 
prospective clients and put together custom marketing packets to 
introduce yourself to reporters, potential partners, and other pro- 
fessionals with whom you might want to team up. 

Your marketing materials should all include your name, your 
photo, and complete contact information, so people can get in touch 
with you by phone, e-mail, web site, or blog. You want everyone to 
be able to recognize you. 

If you are artistic, you can design the marketing materials your- 
self and take them to a local print shop to have them produced 
in quantity. Otherwise, hire a graphic artist to draw up some de- 
signs from which to choose. The proprietor of the print shop can 
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recommend local artists, or a colleague may refer you to one. Try to 
find someone who can design everything for you, including your 
web site or blog when you are ready to add those components to 
your marketing campaign. 

Your marketing packet should include the following materials: 


¢ Folder: Use a legal-size folder to keep all of your other market- 
ing materials. Since the folder is the first item that prospects 
will see, make sure it has an impeccable design. 


e Business card: Your business card is a key component of your 
marketing packet, and you will hand it out to everyone you 
meet, even if they are not receiving the full packet. Use high- 
quality card stock with raised lettering. Your business card 
should include your logo, your photo, your job title or a brief 
mention of what you do, and your phone number, e-mail ad- 
dress, and main web site address. 


¢ Letter of introduction: A one- or two-page letter introducing 
yourself and describing some of your major accomplishments 
and your commitment to clients can help prospects get to know 
you better. 


e Resume: Your resume should highlight your knowledge, ed- 
ucation, certifications, areas of expertise, experience, profes- 
sional associations, and community service, and other items 
that establish your credibility and expertise. 


e Statement of benefits: Why should this prospect buy from you 
rather than from one of your competitors? What can you offer 
the client that others in the field cannot? List the key ways the 
person will benefit by working with you. 


e Testimonials: Prospects generally place more trust in what 
other people say about you than what you say about yourself. 
Wherever a client thanks you for a job well done, you should 
ask for two things: referrals to friends and family members, and 
a testimonial that you can quote in your marketing materials. 
Use these testimonials in your marketing packet. 
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¢ Press clippings: When a newspaper or magazine prints a story 
about you, they can usually provide you with reprints of the 
article, so you do not have to purchase stacks of the magazine 
or newspaper. Always order reprints and include them in your 
marketing packet. Positive press reinforces the message that 
you are a credible authority who delivers on promises. 


¢ Mission statement: Include a brief statement of who you are, 
‘your purpose, your goals, and the policies and values you 
promote. 
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Tip: Consistency is critical in an effective marketing cam- 
paign. Everything should have a consistent appearance and color 
scheme. Creative people tend to want to add some variation, be- 
cause they are afraid of coming across as boringly consistent, but 
this is a common mistake. Consistency tattoos your image on the 
minds of your clients, prospects, competitors, and others in the 
industry. It gives you a recognizable face. 


Doing Regular Press Releases 


People tend to believe what they read in the news, so to increase 
your credibility, make yourself newsworthy. I regularly broadcast 
press releases through RISMedia, which can deliver my releases to 
thousands of subscribers almost instantaneously. 


Prepare Your Press Release 


When a newsworthy event occurs (or is about to occur), start writ- 
ing. Announcing something that happened a week ago is not news. 
As you write, follow these guidelines for composing your press 
release: 


e Read some sample press releases first. Model your press re- 
lease after others that you find interesting and informative. 
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e Start with an intriguing headline. Nobody is going to read 
your press release if the headline sounds boring. The headline 
should draw people into the article. 


e Start the first paragraph with the city, state, and date. Location 
and time set the stage for the rest of what you have to say. 


e Stick to a single page. You have very little time to make your 
point. Remember, your goal is to convince people who read 
the release to call you; 300 to 750 words is best. 


e Don’t advertise. A press release is an announcement worthy 
of the news, not an advertisement for products or services. 


e Edit carefully. Your press release is a reflection of you, so make 
sure it is well-written and free of typos and grammatical errors. 


¢ Obtain permissions for quoted material. If you want to quote 
someone in a press release, obtain permission from the person 
or company you’re quoting. 

¢ Include contact information. You want the press calling or 
e-mailing you or your assistant to set up interviews and per- 
haps appearances. 


Turn the page for a sample of a press release I did for my book, 
Mortgage Myths: 77 Secrets That Will Save You Thousands on Home 
Financing, co-authored with Chip Cummings. 


Release Your Press Release 


After you’ve written and carefully edited your press release, you 
have to find some way to get it into the media channels. Sev- 
eral companies offer such services, including PRWeb at www. 
prwebdirect.com, 24-7 Press release at www.24-7pressrelease.com, 
and RISMedia (real estate-related press releases) at www. 
rismedia.com. You can search the Web for “press release distribu- 
tion” or other related words and phrases to find a hundred other 
such companies, or e-mail me at RalphRoberts@RalphRoberts.com, 
and I can recommend a few more options. 
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FOR IMMEDIATE RELEASE 


CONTACT: 
Lois Maljak 

Ralph Roberts Realty, llc 
LoisMaljak@ralphroberts.com 
810-533-3448 
586-751-0000 

FAX: 586-752-8959 
www.RalphRoberts.com 


Mortgage Myths 
77 Secrets That Will Save You Thousands 
on Home Financing 

by 

Ralph R. Roberts and Chip Cummings 


What separates homeowners and successful real estate in- 
vestors from those who only dream of buying a home and build- 
ing wealth in real estate are a collection of myths and misconcep- 
tions about mortgage debt. Unfortunately, these myths convince 
people to put their dreams on hold and then make terrible finan- 
cial decisions when they finally do decide to purchase a home or 
investment property. 

In Mortgage Myths: 77 Secrets That Will Save You Thousands on 
Home Financing (Wiley; December 2007; 282 pages; $17.95; 978- 
0-470-19587-1; Paper), real estate expert Ralph R. Roberts and 
mortgage specialist Chip Cummings take aim at the most com- 
monly held myths to liberate readers from the misconceptions 
that are holding them back from pursuing their dreams. 

Mortgage Myths draws the distinction between bad debt and 
good debt, erases false beliefs about mortgages, and explains 
common misconceptions about mortgages that trick borrowers 
into making poor financial decisions. Included are quotes and 


stories from many of the nation’s top industry professionals, with 
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FOR IMMEDIATE RELEASE (Continued) 


contributions from company CEOs, service providers, national 
trainers, industry insiders, and top real estate investors across the 
country. The book also incorporates a healthy Appendix packed 
with state and national resources, including valuable contacts 
and websites, sample forms, checklists, and all the necessary 
federal disclosure forms for a loan application. 

Ralph Roberts is a recognized authority on all aspects of real 
estate, a highly sought-after speaker, and author of numerous 
books, including Flipping Houses For Dummies, Foreclosure Invest- 
ing For Dummies, Advanced Selling For Dummies, and Foreclosure 
Self-Defense For Dummies (John Wiley & Sons); Sell It Yourself 
(Adams Media Corporation); Walk Like a Giant, Sell Like a Mad- 
man: America’s #1 Salesman Shows You How to Sell Anything (Wiley); 
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ESR a ee ee Ee 
Tip: Another option is to add a publicist to your team. Your 
publicist can handle the writing and distribution of the press 
release, so you won't have to do it yourself. Most publicists offer 
different levels of service, so you can usually find a package that 
meets your budget needs. 


Establishing a Strong Internet Presence 


If you are not marketing on the Internet, then you are missing out on 
a huge segment of the population. Just because most homeowners 
and buyers are not carrying out transactions on the Internet does 
not mean that they are not shopping on the Internet. More and more 
people do their preliminary research on the Web before they ever 
get serious about buying or selling anything. 

By establishing a presence on the Internet and building a reputa- 
tion as the go-to guy or gal for the products and services you sell, 
you position yourself to become the sales representative of choice 
when someone is finally prepared to make a purchase. 

To establish a strong Internet presence, focus on the following 
three areas: 


1. Blog: Blogging provides a quick and easy way to establish 
yourself on the Web. Posting content is as easy as filling 
out a form. For details about adding a blogging component 
to your self-promotional and marketing campaigns, refer to 
Chapter 11, “Blogging Your Way to Credibility.” 


2. Web site: Having your own web site enables you to set up a 
home base on the Internet—a place where people can find you 
with the click of a button, no matter where you happen to be 
doing business. For details on how to maximize the use of a 
web site in marketing and sales, refer to Chapter 13, “Creating 
and Maintaining Your Own Web Site.” 


3. Social merchandising: Consumers often hesitate to make a 
purchase, because they are waiting for permission from their 
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peers. With social merchandising (or social media marketing), 
you can nurture a community of consumers who eagerly pro- 
mote you and whatever you sell. For more about social mer- 
chandising, see Chapter 12, “Tapping the Power of Social Me- 
dia Marketing.” 


Generating Free Publicity and Positive Press 


Although you can certainly spend hundreds of thousands of dollars 
on professionally produced multimedia marketing campaigns, you 
can also generate a great deal of free publicity and positive press by 
investing only your time and expertise. In the following sections, 
I show you how by providing tips on making yourself available 
to reporters and creating a high profile in your market through 
community service. 


Make Yourself Available to Reporters 


Every single day, reporters need to produce stories. They need 
ideas for stories, background information, facts and figures, wit- 
nesses, and expert insights. They can gather much of this material 
through researching documents and actually witnessing newswor- 
thy events, but they often rely on industry insiders to provide back- 
ground information and insight. By positioning yourself as one of 
the top experts in your industry, you can begin to attract a great 
deal of free, positive press. 

Contact reporters and news producers in your area and let them 
know that you’re available on short notice for interviews. Send over 
a marketing packet that includes your business card, your photo, 
your resume or curriculum vitae, and clippings from any articles 
you have written or other interviews you have given. 

To make yourself a more attractive interviewee for the press, keep 
the following important points in mind: 


¢ Be accessible. Reporters cannot afford to wait around for re- 
turn phone calls. Many expect you to be available within 
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minutes. When I dress casually for work, I often pack a suit 
just in case a reporter calls. 


Be a good interviewee. Speak candidly and directly answer 
questions. When preparing for the interview, think in short 
sound bites—memorable phrases that capture the essence of 
what you have to say in as few words as possible. 


Establish long-term relationships with the media. If a re- 
porter knows you as an excellent source who plays well on 
the news, she is more likely to contact you immediately rather 
than search for another expert. 


Earn a High Profile in Your Communities 


One of the best ways to promote yourself and your business is to 
get in the habit of giving back to the communities where you do 
business. Clients and prospective clients want to see that you are 
committed to the health and well-being of their community and its 
members. 

The first step is to identify the communities in which you do 
business. Most people never realize that they belong to several 
communities. Following are examples of some different types of 
communities you may serve: 


A geographical entity, such as your town or neighborhood 

A user group, if you sell computers or software 

The medical community, if you sell pharmaceuticals or medical 
equipment 

Online communities whose members commonly use your 
product or service 

Special-interest groups 

Organizations that promote your industry 


Local business organizations 


When giving back to the community, don’t make the mistake of 
giving to get. Give for the sheer privilege and pleasure of giving. 
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Pay it forward. Art Fettig clearly points out the distinction between 
giving to get and giving to give in his book, The Platinum Rule. 
As Fettig points out, most people expect payback when they help 
somebody, and that can often transform a good deed into bitterness 
when the payback never comes. 

To avoid the ugliness that often results from giving and lending, 
Fettig recommends the Platinum Rule: giving without expectations. 
The next time you give somebody something and that person says 
he'll pay you back, say, “Here’s how you can repay me: Never try 
to repay me. Instead, help someone else someday.” Then tell him, 
“Please don’t ever bring this up again. Consider the matter closed. 
I’m not going to say anything about it, and I don’t want you telling 
anyone about it.” 

What happens is that the person you helped usually begins telling 
everyone what a great person you are, even though you specifically 
told him not to say anything! You get more payback in positive 
word-of-mouth advertising than you could ever have hoped to re- 
ceive if the person actually paid you back the debt. The people you 
help are going to say great things about you for the rest of your life, 
and they’re going to do something nice for another person in need. 

Get out there and start helping your community without the 
expectation of receiving anything in return. You will be pleasantly 
surprised by the positive PR this brings your way. 


Investing in Paid Advertising 


When you are looking for a significant, almost instantaneous mar- 
keting boost, you may want to consider investing in paid advertis- 
ing. Most high-quality advertisers already have established vehicles 
for distributing their ads, such as magazines, newspapers, and web 
sites, so they can quickly get the word out about you. 

If potential clients watch TV, listen to the radio, or read the local 
newspaper, you should establish a presence in these media chan- 
nels. Following are some possible options to consider: 


e TV commercial: In most areas, you can find video produc- 
tion companies that will guide you through the process of 
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producing and broadcasting a 30-second commercial on local 
or even national stations. The expense of producing and airing 
a commercial can vary greatly depending on the video produc- 
tion company and the advertising rates that stations charge. 


e Radio advertisement: Radio used to be a great way to get the 
word out, but it is becoming less attractive due to the popular- 
ity of satellite and Internet radio. Unfortunately, radio adver- 
tising rates have not declined to reflect the decline in listeners. 


e Newspaper advertisement: Taking out an ad in print publi- 
cations, including newspapers, magazines, and professional 
journals that your clients are likely to read, can give you a 
marketing boost. Just remember to create an attractive ad that 
promotes your brand and has a catchy headline. 


e Billboard: Although billboards are old-school, they can still be 
a very effective marketing tool. Keep in mind, however, that 
drivers have very little time to read anything you place on the 
billboard. Use an attractive design, which includes your photo 
and contact information, and keep your message short. 


e Internet advertising: Most of the big search engines offer pay- 
per-click (PPC) advertising, displaying ads on their own site 
and on partner sites for products and services. Rates vary 
depending on how much you are willing to pay to have a 
higher ad placement on the site. You pay only if someone 
clicks the ad. For more about PPC advertising, visit Google Ad- 
words at adwords.google.com and Yahoo! Search Marketing at 
searchmarketing.yahoo.com. 


i] 
Tip: When preparing an advertisement, focus on a problem 
that prospective clients may have that you can solve, and try 
to make them curious enough to pick up the phone and call 
you. Every ad should contain a call to action, such as “Call 
Ralph Roberts at (586)751-0000” or “Visit RalphRoberts.com!” or 
“E-mail RalphRoberts@RalphRoberts.com.” 
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Marketing through Professional and Personal Networks 


One of the oldest and most powerful marketing tools is networking: 
rubbing elbows with people who are likely to buy your products 
and services or can generate business for you. My colleague, busi- 
ness consultant and visionary Terry Brock, calls this R-commerce 
(relationship commerce). According to Brock, R-commerce drives 
all other commerce, including e-commerce, and when you give it a 
little thought, you quickly realize that he’s right. 

Effective networking is key to your success in sales. It enables 
you to establish connections and discover a never-ending supply 
of leads simply by talking to people, letting them know what you 
do, and then kicking back and letting your network work for you. 

Where do you start? A better question would be “Where don’t 
you start?” I network constantly everywhere I go. Whether I’m 
rubbing elbows with colleagues at a convention, eating out with 
my family, buying a car, or attending a ball game, I’m meeting 
people and building relationships. As a salesperson, you should be 
doing the same. 


Market through Professional Networks 


A healthy industry generates business for everyone, so team up 
with other professionals in your area to create healthy markets, and 
then work together to generate business for everyone. If you sell 
real estate, you can refer your clients to loan officers, real estate 
attorneys, title companies, appraisers, and other businesses in your 
area, and they can refer their clients to you when their clients need 
a great real estate agent. If you sell cars, you can team up with 
banks to provide financing, refer clients to agents who sell auto 
insurance, and establish mutually beneficial relationships with auto 
repair shops in the area. 

Nearly every business has at least a small collection of re- 
lated businesses that can support one another. You simply need to 
identify those businesses and then work toward establishing mutu- 
ally beneficial relationships. 
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Identify Networking Opportunities 


In Chapter 4, “Stop Hunting, Start Farming,” I introduced the Rule 
of 250: the fact that every person on the planet has the capacity 
of putting you in touch with 250 of their friends, relatives, and 
acquaintances. I view every encounter I have with someone as a 
networking opportunity, a chance to connect with 250 people. If 
you're not quite ready to network with everyone you meet, consider 
focusing on more formal networking opportunities: 


¢ Meet people on the job. Get to know everyone you work with 
a little better. Ask about their families, their favorite pastimes, 
their professional goals, and their personal interests. Engage 
with people. 

e Get involved in professional organizations. Connect with 
people in your industry and with other salespeople. Join your 
trade association and start making a difference. By taking a 
leadership role in the organization, you significantly increase 
your visibility; instead of having to seek out people to meet, 
they will seek you. 


¢ Join a community service organization. Rotary, Kiwanis, 
Toastmasters, and other national organizations may have chap- 
ters in your area. These are excellent places to meet the most 
ambitious and successful businesspeople while giving some- 
thing back to your community. 


Give Referrals to Get Referrals 


Most salespeople are well aware that they need to give referrals to 
get referrals, but many salespeople handle the referral process all 
wrong. They end up losing control and losing out on opportunities 
to maximize the actual number of referrals they receive. When giv- 
ing referrals, be aware of the wrong way and the right way to do it: 


e Wrong way: A customer comes in to buy a car and mentions 
that she gets her auto insurance from XYZ Insurance, Inc. You 
ask how much she’s paying and then mention that she may 
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want to get a second opinion from ABC Insurance, Inc., a com- 
pany you know of in town. This referral is not going to expand 
your business. 


¢ Right way: Same scenario; the customer mentions her insur- 
ance company. You realize that this is certainly a reputable 
company. You ask your customer if she has the name and con- 
tact information of the person she deals with at the insurance 
company. You call the insurance agent, introduce yourself, tell 
him you have met one of his clients, say that you would like to 
offer your services to him in the future, and tell him that you 
would appreciate it if he would send his clients your way, as 
well. You now have a new source for referrals. 


Market through Existing Clients 


When you've earned a customer’s satisfaction, don’t hesitate to ask 
the customer to refer you to others who may need your products or 
services. Supply your customer with a stack of business cards and 
ask her to hand them out freely and call you if she needs more. 

Better yet, ask for the names and contact information for two or 
three people your customer knows who may be in need of what 
youre selling. If your customer can’t think of anyone right off the 
top of her head, ask whether you can call back in a couple days. 
You may even offer the person some incentive to provide you with 
referrals, perhaps a discount or rebate of some sort. 

The best time to ask a customer for a referral is when the person 
thanks you for going above and beyond the call of duty. The per- 
son says “thank you” probably because she has no better way of 
showing her appreciation. Give her that better way by asking for a 
referral. 


SSS a ee TE 
Tip: Host a customer-appreciation day once a year to show 
how much you value your clients. Most of your clients probably 
have children or grandchildren, so consider making it a family 
day at a local park or amusement park. 
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One of the best ways to maximize referrals from existing clients 
is by establishing an Hour of Power: spending one hour per day 
calling 100 clients. For more about the Hour of Power, refer to 
Chapter 8, “Hosting Your Own Hour of Power.” 


Q I view myself as the product I am marketing. 

QO Iam committed to implementing a comprehensive and 
unrelenting self-promotional campaign. 
I have a brand focus complete with logo. 
All of my marketing material is branded with the same 
message and image. 
I am doing regular press releases. 


My photograph and phone number are on my business card 
and on all correspondence that leaves the office. 

I am working on generating positive press through the local 
media. 

I am an active member of my communities, both online and 
off. 

I am building strong professional and personal networks. 

I regularly review my marketing campaign to build on what 
works and fix what doesn’t. 


CHAPTER ELEVEN 


BLOGGING YOUR 
WAY TO 
CREDIBILITY 


hen most people head out on the Information Super- 

highway, their point of departure is a search engine 
like Google, Yahoo!, or MSN. They know what they’re looking for, 
and these search engines provide just the tools they need to find 
it. When someone's searching for what you are selling, you want a 
link to your site to pop up at or near the top of the search results. 
That’s what search engine optimization (SEQ) is all about. 

You can read thousands of articles on SEO, recommending ev- 
erything from packing your site with key words to making key 
words bold, and strategically adding links to your site from other 
web sites. Perhaps the best way to promote yourself on the Web, 
however, is through blogging. 

Short for Web log, a blog is an online publication of one’s personal 
thoughts, experiences, and insights presented in reverse chronolog- 
ical order that allows visitors to respond to each post with their own 
comments. 
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Search engines such as Google love blogs. In fact, blogging en- 
thusiasts often refer to blogs as Google juice, because a blog entry 
attracts much more attention (and a much higher ranking) than if 
the same content were included on a standard Web page. In addi- 
tion, if several people post comments in response to your blog entry, 
you can expect its Google page rank to soar without any additional 
effort on your part. 

Why? Because blogs do a much better job than standard web sites 
at feeding search engines what they’re hungry for: fresh, relevant 
content and links. While you may create a small web site and at- 
tract a small amount of traffic, a comparably sized blog can attract 
thousands of enthusiastic visitors. 

Later in this chapter I give you specific tips, tricks, and strategies 
on how to keep your blog on center stage by updating its content 
regularly and populating it with relevant links that attract attention; 
but for now, let’s talk about blogs and the technology that makes 
blogging such an attractive option. 


Understanding the Basics 


Blogs began as a tool for anyone with a computer and a connection to 
the Internet to create and share their own personal diaries, journals, 
and commentary, but they soon morphed into sources for freelance 
news stories and editorial content. People with inside information or 
strong opinions could publish whatever they were thinking without 
having to be employed by a newspaper, magazine, radio station, or 
TV network. Blogging turned the power of the news media over to 
the people. This is still one of the most popular uses for blogs today. 
As with most things on the Internet, businesses eventually started 
to tap blogging for commercial use. The popularity of blogs com- 
bined with their ease of use made them a perfect marketing tool for 
corporations, and the popularity of corporate blogging started to 
soar. Now, many businesses that have any sort of Internet presence 
have corporate blogs in addition to their more static web sites. Even 
Martha Stewart Living has a blog: blogs1.marthastewart.com! 
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Add a Style with Design (Presentation) Templates 


One of the great things about blogs is that you can easily post content 
to the Web without having to learn or deal with complicated HTML 
(hypertext markup language), the codes that control the look and 
layout of Web pages. Blogging allows you to publish content by 
typing into a form and then clicking the “publish” button. 

The HTML and CSS (cascading style sheets) codes are stored 
in design templates (often called presentation templates) that are in- 
cluded with most blogging platforms. The design templates control 
the look and layout of your blog. You can choose from one-, two-, 
or three-column templates to apply an overall layout to your blog. 
These design templates also contain the codes that control fonts, 
type sizes, and colors; control the appearance of headings, bulleted 
lists, and numbered lists; and ensure that each page on your blog 
has a consistent design. 

Perhaps the coolest and most convenient aspect of design tem- 
plates is that you can select a different template or customize 
the template at any time to change the look and layout of ev- 
ery single page of your blog, without touching the content. Any 
changes you make are automatically applied to every single page of 
your blog! 


Build Community 


Another feature that makes blogging a perfect fit for sales and mar- 
keting is that an intriguing blog will draw a following and help 
foster a sense of community. Visitors can come to the blog, read 
the daily or weekly posting, and even post their own responses to 
individual blog entries, helping to stitch the tapestry that defines 
the blog. Some blogs draw hundreds of thousands of visitors every 
day, engaging large online communities in dynamic discussions. 
This enables you to establish yourself as a credible, trustworthy ex- 
pert on your products and services. As every salesperson is well 
aware, credibility and trust sell more product. 
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Understand the Two Main Components 


A blog requires two components to exist—a hosting service and 
blogging platform: 


1. The hosting service is the computer on the Internet where all the 
blog’s files are stored. When people visit your blog using their 
Web browsers, they are looking at files stored on the hosting 
service. 


2. The blogging platform is the tool you use to create and man- 
age your blog. Think of it as a word processor for blogging. 
When you log into your blog as its administrator, the platform 
presents you with a work area where you can type and format 
a new blog entry, edit or delete comments that visitors have 
posted, adjust the overall appearance and layout of your blog, 
and much more. 


Figure 11.1 shows a blog post being edited in WordPress, a 
popular blogging platform. 
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Figure 11.1 WordPress Blog Post 
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Test Driving a Blog for Free 


To get a feel for blogging before you invest too heavily in it, I 
recommend that you try one or two of the free blogging platforms 
currently available. You can set up a free blog on any of the following 
web sites and take the company’s blogging platform for a spin to 
see what each one has to offer: 


¢ WordPress at wordpress.com 
e Blogger at www.blogger.com 
e Yahoo! 360° at 360.yahoo.com 


For your test drive, don’t spend too much time or effort config- 
uring your blog and posting entries to it. Although most blogging 
platforms do allow you to export your content so you can set up your 
blog elsewhere using a different platform, I would hate for you to 
waste time fine-tuning your blog only to have to start over when you 
set up your permanent blog. In addition to the extra work involved, 
if you move your blog from one of these free services to its own 
domain (for example, moving from yourname.blogspot.com from 
Blogger to www.yourname.com), search engines may lose track of 
your posts, and it could take weeks before they get around to rein- 
dexing them. 


Choosing a Blog Host and Platform 


The first step to launching your own blog is to choose a blog host and 
platform. Although the companies that offer hosting services and 
platforms are too numerous to cover, your choices can be grouped 
into the following four categories: 


1. Free, hosted platforms 
2. Turnkey solutions 
3. Standalone platforms 


4. Remote hosting options 


I describe these four options in the following sections. 
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Free, Hosted Platforms 


The blogging platforms I introduced in the section on test driving a 
blog for free are sometimes referred to as free, hosted platforms. Cheap 
and easy, these hosted platforms can have you up and running in 
about five minutes and cost nothing to set up and maintain. You 
don’t need to subscribe to a hosting service, install the blog software 
(which can be complicated), or even be technically inclined. 

The trouble is, you get little flexibility in choosing a design and 
an Internet address for your blog; the address usually ends up being 
the name of your blog tacked on to the beginning of the company’s 
address—something like yourblogname.blogspot.com (on Blogger) 
or yourblogname.wordpress.com (on WordPress.com). Hobbyists 
may not mind these limitations, but as a business blogger, you need 
more flexibility. 


Keep It Simple with Turnkey Solutions 


The easiest way to set up and manage a custom blog with your own 
domain name is to hire a service to do it for you. Several companies 
offer turnkey blogging solutions. The company registers a domain 
for you, installs the blogging platform, and hosts your blog. (Some 
companies may even customize the design for you.) All you have 
to do is supply the content, and you can usually hire that out, too. 
This can also be the most expensive option. 

Turnkey solutions vary from general-purpose to highly special- 
ized services. An example of a general-purpose turnkey solution 
is TypePad (typepad.com), which is suitable for both per- 
sonal and professional blogs. Kinetic Knowledge (kineticknowl- 
edge.com)however specializes in blogs for real estate agents and 
other business professionals. 


Do It Yourself with a Standalone Platform 


If you are willing to get your hands dirty, want to learn more about 
blogging, and have some technical aptitude, you can set up and 


Blogging Your Way to Credibility 137 


manage the blog yourself. The actual process of setting up a blog is 
too complex to cover here, but it generally consists of the following 
steps: 


1. Register your own domain name, such as yourname.com. This 
usually costs about $10 a year. Any of several companies can 
register your domain name for you, including GoDaddy.com, 
Register.com, and NetworkSolutions.com. 


2. Subscribe to a hosting service. For a basic package, you can 
expect to pay $6 to $10 per month. Again, numerous compa- 
nies offer hosting services, including Yahoo! (smallbusiness. 
yahoo.com/webhosting), BlueHost (www.bluehost.com), and 
InMotion (www.inmotionhosting.com). 


SSS ee ee ee 
Tip: By getting your domain name through your hosting ser- 
vice in Step 2, the hosting service will usually give you one do- 
main name for free, so you may want to hold off on registering 
your domain name until you find a hosting service. I’d hate to 
see you lose out on a $10 discount. 


3. Install the blogging platform. Most platforms are free, but 
some charge a licensing fee. A number of blogging platforms 
are available. Here are some of the most popular along with the 
web site address where you can go to download the platform 
and obtain instructions for installing it: 

e WordPress.org (not to be confused with WordPress.com, 
which offers the free, hosted blogging platform) 


¢ MoveableType.org 
¢ Joomla.org 


4. Select a design (or presentation) template and customize the 
appearance and function of your blog. 


Consider signing up with a full-featured hosting service. My co- 
author, Joe, strongly recommends BlueHost at www.bluehost.com. 
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BlueHost has been hosting web sites since 1996, has a history of 
providing excellent service, and is packed with tools that make 
setting up and managing a blog and web site very intuitive. 

BlueHost includes a tool called Fantastico that can install the 
blogging software for you, which is one of biggest hurdles that 
most novice bloggers face. You simply run Fantastico, click the 
blogging platform you want to install—b2evolution, Nucleus, or 
WordPress—and Fantastico steps you through the installation. Joe 
was able to install WordPress and start blogging in less than five 
minutes. Customizing it took additional time. You can check out his 
blog at joekraynak.com/blog. 


Get the Best of Both Worlds with Remote Hosting Options 


Remote hosting options combine the power of a standalone 
blogging platform with the flexibility of hosting the blog on your 
own domain. Both Blogger and Typepad offer these options. The 
blog runs on your domain and hosting service, but you go to 
Blogger or Typepad to post content and configure your blog. This 
way, you can avoid the complications of installing the blog on your 
hosting service. 


Avoiding the Temptation to Advertise 


All content you post to your blog should be soft-sell, if you choose 
to do any selling at all. The purpose of your blog is to provide free, 
valuable information and insight. Rob Levy (www.roblevy.com), a 
tech-savvy real estate agent in Portland, Oregon, recently explained 
how he used the Internet to market his services. According to Levy, 
“With the old way of doing business, we used the MLS book, so 
buyers had to come to us, because we had all the data. Nowadays, 
with IDX, Realtor.com, and other sites, buyers can find housing data 
themselves. In other words, in the old days, we sold the agent and 
then gave the buyers data; now, we give them the data and then 
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sell the agent. The new way of doing business requires that you 
establish a Web presence to gather leads.” 

When you give away valuable information and demonstrate your 
subject matter expertise, consumers are more likely to buy into you 
and ultimately buy from you. 


Earning Higher Search Engine Rankings 


As Irevealed early in this chapter, one of the most significant benefits 
that blogs offer is that they attract the attention of search engines, 
including Google. You don’t earn a high search ranking, however, 
simply by installing a blogging platform and adding a couple of 
posts. You need to be more proactive than that. 

In the following sections, I show you how to keep your blog on 
center stage by updating its content regularly and populating it 
with relevant links that attract attention. 


Post Fresh Content with Key Words and Phrases 


When a search engine visits a web site or blog, it looks for content 
that it hasn’t seen since the last time it visited. Sites that are con- 
stantly updated with new information tend to get higher rankings. 
That’s where blogs shine. With a blog, you can quickly post content 
simply by filling out a form and clicking a button. You can even set 
up most blogs so that you can submit your posts via e-mail or by 
using a cell phone or wireless device, such as a BlackBerry. 

When writing content for your blog, think about unique words 
and phrases that capture the essence of what your blog is about and 
that people commonly use to search for the content that your blog 
contains. Sprinkle these key words and phrases generously through- 
out your blog postings. Boldfacing or italicizing key words and 
phrases also signals to search engines that these words and phrases 
are important, but don’t overdo it; some search engines will lower 
the rankings of your posts if you do anything obvious to make your 
posts appear more important than they really are. 
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Tip: Another way to include fresh content on your blog is to get 
other people to freshen the content for you. Encourage visitors to 
post comments. 


Add SEO Title Tags to Blog Entries 


Every blog entry you post has a title that identifies the entry’s con- 
tent. You usually want the title to be interesting, descriptive, and 
short, but those three traits are often mutually exclusive: The shorter 
you make the title, the less descriptive it is. To overcome this chal- 
lenge, consider adding search engine optimization (SEO) title tags 
to your blog entries. 

An SEO title tag allows you to give each blog entry a short, in- 
teresting, and descriptive title and then add keywords that work 
behind the scenes to attract the attention of search engines. For ex- 
ample, I could title a blog entry “Save Thousands on Your Home 
Mortgage!” and then add an SEO title tag, such as “Macomb County 
Real Estate | Ralph Roberts Realty | Save Money | Home Mortgage.” 
My blog entry’s title would still appear as “Save Thousands on 
Your Home Mortgage,” but whenever visitors view the blog entry 
in their browser, the browser’s title bar would include the SEO ti- 
tle tag “Macomb County Real Estate | Ralph Roberts Realty | Save 
Money | Home Mortgage.” More importantly, the title tag would 
give the entry a higher profile with search engines. My blog entry 
would be more likely to pop up in the search engine results when- 
ever someone searched for “Macomb County Real Estate,” “Ralph 
Roberts Realty,” “Save Money,” or “Home Mortgage.” 

Stephan Spencer created the SEO Title Tag plug-in for WordPress 
blogs, which makes it easy to add an SEO title tag for every blog 
entry. You can find out more about the plug-in at wordpress.org / 
extend/plugins/seo-title-tag. Different blogging platforms may use 
different plug-ins or may not allow you to add SEO title tags easily. 
Consult your blogging software’s help system and technical support 
for details. 
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Add Links to and from Your Blog 


Another way to increase your blog's visibility and relative impor- 
tance is to show that your blog is a popular member of a community 
of web sites and blogs. To accomplish this, make sure your blog links 
out to other web sites and blogs, and that relevant sites that contain 
content related to your blog are linking to your blog. The following 
items suggest a few ways you can use a search engine’s preference 
for well-connected sites to your advantage: 


e Cross-market your web site and blog. When you blog about 
something related to your company, insert links in your blog 
entry to your company web site. Similarly, add a permanent 
link to your blog from your company’s web site navigation 
bars. 


¢ Populate your blogroll with relevant listings. Most blogging 
systems enable you to create a blogroll: a list of other web sites 
and blogs that are relevant to the content you post on your 
site. Creating a blogroll serves a dual purpose: It helps search 
engines determine what your site is about, and it encourages 
other web site and blog creators to link to your site as a way of 
thanking you for linking to their sites. 


e Add relevant links to posts. By adding links to the body of 
your posts (in addition to the blogroll), you show that your 
content is part of the community. If you read an article on the 
Web that you would like to respond to, for example, you can 
post your response and include a link to the article you are 
referencing. 


e Add links to cross-reference other posts on your blog. You 
may have noticed that when you search on Google, some sites 
have a double listing—a main listing with a sublisting indented 
below it. Studies have shown that people click these listings 
more often than they click single listings displayed in the same 
list of search results. You’re more likely to obtain double listings 
if your posts contain links that cross-reference other posts on 
your blog. 
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Tip: Google offers a free tool called Google Analytics that can 
automatically track and report on traffic streaming into your blog 
or web site. It tracks the number of visitors, the number of pages 
they view, which site directed them to your site, and much more. 
All you do is copy a small script that Google creates for you and 
paste it on every page of your blog or web site. For details, check 
out Google Analytics at www.google.com/analytics. 


Register Your Blog with Blog Directories 


Some search engines focus exclusively on blogs, but they may need 
a little help finding your blog. To make sure your blog is included in 
the search results, consider registering your blog with several blog 
directories and search engines, including the following: 


e Technorati at www.technorati.com 

¢ Google at www.google.com/addurl 

¢ Globe of Blogs at www.globeofblogs.com 

e Blogarama at www.blogarama.com 

e Blogflux at www.blogflux.com 

e Best of the Web Blog Directory at blogs.botw.org 

e Eaton Web Blog Directory at portal.eatonweb.com 
e Bloghub at www.bloghub.com 

¢ Blogernity at www.bloggernity.com 


You can spend an entire day registering your blog with these di- 
rectories and hundreds of others, but you’d probably be best to stick 
with the top 10 or 15. You can also hire companies that specialize 
in registering your blog with numerous blog directories, but if you 
register with the top 10 or 15 directories, you don’t really need to 
spend more money on these specialized services. 


Contribute to Other People’s Blogs 


Blogging is all about establishing yourself as a credible source, an 
expert, in the community in which you do business. By providing 
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the community with accurate and reliable information and insights, 
you gain their trust. Customers are more likely to purchase from 
someone they trust or who demonstrates that they know what 
they’re talking about. 

As you build your own online presence via your blog, try to 
identify the top 10 blogs in your industry, and then visit those blogs 
and post comments. On many blogs, you are allowed and even 
encouraged to link back to your blog, which gives you one more 
way raise your blog’s profile. 

Remember, more and more people are researching online before 
they make a purchase decision. By building a strong presence on 
the Web via your blog, you have a golden opportunity to convince 
prospective clients that you’re the person they should buy from. 


Q Test drive a blog for free at Blogger.com, 360.yahoo.com, or 
wordpress.com. 

Q Register your own, unique domain name to give your blog 
an identifiable home on the Internet. 


Q Choose a blogging platform that provides you with the 
flexibility and customization options you need now and for 


the future. 

Q Do not advertise on your blog. Provide valuable information 
and insights to keep people coming back for more. 

Q Post fresh content to your blog at least twice a week. 

Q Increase your blog’s profile on the Web by encouraging 
popular related web sites and blogs to link to your blog. 

Q Register your blog with the top 10 or 15 blog search indexes. 

Q Contribute content to other people’s blogs to establish 
yourself in the blogging community. 


CHAPTER TWELVE 


TAPPING THE 
POWER OF SOCIAL 
MEDIA 
MARKETING 
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Ithough traditional media—newspapers, magazines, 

TV, and radio—are still effective advertising tools, new 
media are becoming very popular and effective. These new media 
go by the name social media, and in a way, are among the oldest 
forms of marketing, relying primarily on word-of-mouth public 
relations, marketing, and advertising. Just like in the good old days 
of local markets, what people say about you and your business has 
a significant effect on your sales. The only difference is that now, 
in addition to passing the word along in person or over the phone, 
consumers are exchanging information and opinions online—on 
Internet web sites and portals designed for networking and the 
sharing of user-generated content, including reviews and opinions 
of the products and services you offer. 
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With the assistance of a computer and an Internet connection, 
consumers can log onto the Internet at any time of day or night, 
and check out what their peers have to say on social media sites, 
like FaceBook, MySpace, LinkedIn, YouTube, and Second Life. They 
can instantly connect with one another using instant messaging 
programs. They can even vote on the content they like or dislike, 
rate businesses and products, and much more. 

In a way, social media transform the consumer into the marketer and 
advertiser, and that consumer can generate either positive or nega- 
tive press for you and your products and services, depending on 
how you present yourself online and on the quality of products and 
services you provide to that customer. 

In this chapter, you will discover the various forms of social 
media, examine some of their benefits and drawbacks, and learn 
techniques for attracting positive press from consumer-advertisers. 


What Constitutes Social Media? 


You can find plenty of complex definitions of social media on the 
Web, but I define the term simply as collaborative user-generated on- 
line content. Social media technologies and techniques enable people 
to author content and share experiences, knowledge, insights, opin- 
ions, and perspectives with one another. 

Various Internet innovators are constantly devising new tech- 
nologies and techniques for generating social media, so any list of 
social media tools is likely to be incomplete as soon as it is written. 
However, the following list covers some of the more popular social 
media technologies and sites: 


¢ Discussion forums: Discussion forums, message boards, and 
bulletin boards have been around much longer than most other 
types of social media sites. They cover every topic imaginable, 
from caring for your car to training your dog (or cat) to knitting 
socks. Here people can share their passions, ask and answer 
one another’s questions, and get connected. 
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e Blogs: Short for Web log, a blog is an online publication of one’s 
personal thoughts, experiences, and insights presented in re- 
verse chronological order that allows visitors to respond to 
each post with their own comments. As with most things on 
the Internet, businesses now tap blogging for commercial use. 
The popularity of blogs combined with their ease of use make 
them a perfect social networking tool for corporations. For 
more about blogging, refer to Chapter 11, “Blogging Your Way 
to Credibility.” 

¢ Collaborative information sites: Although all social media 
sites are involved in information sharing, some do it in a 
more traditional format, gathering the collective knowledge 
of users and then providing free access to that knowledge. 
The leader in this area is Wikipedia (www.wikipedia.com), 
which offers an online encyclopedia written by Internet users. 
Another online encyclopedia written by users is Nupedia 
(nupedia.8media.org). 


e Social news: Sites in this category allow users to post 
their own news stories and vote and comment on sto- 
ries others have posted. Social news sites include Digg 
(www.digg.com), StumbledUpon (www.stumbledupon.com), 
Reddit (www.reddit.com), Shoutwire (www.shoutwire.com), 
and Bringr (www.bringr.com). 


¢ Photo sharing: At photo-sharing sites, you can upload pho- 
tographs, and comment and vote on other people’s pho- 
tographs. Popular photo-sharing sites include Flickr (www. 
flickr.com), Photobucket (www.photobucket.com), Picasa 
(picasa.google.com), and SnapFish (www.snapfish.com). 


e Video sharing: Video sharing is becoming more and more 
popular as businesses of all sizes produce their own short 
clips and post them on the Web. By far the most popular 
video-sharing site, as I was writing this book, was Google’s 
YouTube (www.youtube.com). Other such sites include Live- 
Leak (www.liveleak.com), Metacafe (www.metacafe.com), 


148 


Walk Like a Giant, Sell Like a Madman 


Jumpcut (www.jumpcut.com), Grouper (www.grouper.com), 
and VideoEgg (www.videoegg.com). 


Social networks: Social networks enable people with shared 
interests to connect with one another and hang out on- 
line. Some of the more traditional and generic social 
networks include MySpace (www.myspace.com), FaceBook 
(www.facebook.com), and Friendster (www.friendster.com). 
Some social networks, like LinkedIn (www.linkedin.com) and 
Plaxo (www.plaxo.com), provide professional networking op- 
portunities for advancing (or changing) one’s career. More 
and more companies are launching their own social networks, 
such as Disney XD (disney.go.com/dxd/) and Toyota Prius 
(www.toyota.com/hybrids). 


Q&A networks: Q&A networks bring consumers in con- 
tact with experts in different subject areas who can answer 
their questions. Anyone can post a question. As answers 
stream in, users can vote on the answer they think is best. 
Some of the most popular O&A networks are Answers.com 
(www.answers.com), Yahoo! Answers (answers.yahoo.com), 
Askville (askville.amazon.com), and Questionville (question 
ville.com). 


Bookmarking: Bookmarking tools enable you to tag Web pages 
and stories that you think are most important. Bookmarking 
sites can also estimate the popularity of certain content based 
on the number of people who have bookmarked it. The most 
popular bookmarking site, as I was writing this book, was 
de.licio.us (de.licio-us). Other sites in this category include 
Diigo (www.diigo.com), TekTag (www.tektag.com), and Spurl 
(www.spurLnet). 


Newsgroups: These public bulletin boards enable communi- 
ties and individuals to share information and files, post ques- 
tions and answers, and carry on discussions. The Internet hosts 
over 10,000 newsgroups covering just about every topic imag- 
inable, and then some. 
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Every type of social media provides you with an opportunity 
to present yourself and your products and services to dynamic 
communities and individuals who may be interested in them. The 
challenge is to present what you have to offer in a way that appeals 
to the community. This usually means that you need to take a soft- 
sell approach, if you choose to advertise or sell at all. 


Grasping the Pros and Cons of Social Media Marketing 


Both the pros and cons of social media marketing derive from the 
same source: the fact that people are going to talk about you. If they 
are saying good things about you and your products and services, 
that’s a benefit; however, the potential drawback is that people are 
going to criticize you. 

You can clearly see the effect of social media marketing by visiting 
Amazon.com and looking up a few books. Amazon encourages its 
customers to post reviews of books and other items sold on Amazon. 
According to Amazon, books that have plenty of positive reviews 
generally sell about 10 percent better than books that do not have 
any reviews. People buy the book, read it, and post a positive review, 
which convinces more people to buy the book, read it, and post 
positive reviews. Soon, the book and its readership gain so much 
momentum that you no longer have to sell the book—it sells itself 
or, more accurately, the community of book readers that formed 
around the book sell it for you. 

On the other hand, one or two negative reviews can sink the sales 
of a book. Nobody’s buying it, reading it, or talking about it, so sales 
of the book never take off. 

You can witness the same phenomenon with other social media 
web sites where consumers share their opinions about products and 
services. For example, people can go on the web site TripAdvisor 
(www.tripadvisor.com) and post reviews and ratings for restau- 
rants, hotels and motels, nightclubs, and attractions. If you own 
a hotel that’s getting the thumbs-down from dozens of customers 
who stayed there, business could quickly taper off. If you happen 
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to attract dozens of positive reviews, you may find yourself turning 
on the NO VACANCY sign every night. 


Taking Advantage of Social Media Marketing 


Whether or not you become actively involved in social media mar- 
keting, your clientele or prospective clients are likely to be talking 
about you or the products and services you sell. They will also be 
searching for information about what you sell and perhaps looking 
for a supplier of those products or services. In other words, social 
media marketing is going to affect your bottom line whether you 
choose to get actively involved in it or not. In addition, you can cer- 
tainly benefit from it, even if all you do is research what customers 
who use your products and services have to say. 

To use social media marketing to your advantage, I suggest that 
you take one or more of the following steps: 


e Find out what people are saying about you. Use your favorite 
Internet search tool to find out what people have to say about 
you, the company you work for, and the products and services 
you sell. On Google, for example, you should search the Web, 
News, Blogs, and Groups to do a broad search of any content 
that pertains to you or your competition. Find out what cus- 
tomers like, dislike, and are looking for but not finding. Visit 
some of the top blogs and newsgroups in your industry to find 
out what people are saying. 


¢ Identify yourself. Before customers will buy from you, they 
will want to know a little bit about you, so provide some infor- 
mation about yourself. You can do this by creating an About 
Me page on your blog or web site. Create a profile on social net- 
working sites, including LinkedIn, MySpace, and FaceBook. If 
your industry has its own networking site, such as ActiveRain 
(www.activerain.com) for real estate professionals, post your 
profile there. Wherever clients or potential clients tend to hang 
out and where the service allows you to post your profile 
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or resume, do it. You can find me at www.AboutRalph.com, 
www.myspace.com/ralphroberts, activerain.com/blogs/ral 
phroberts,www.linkedin.com/in/ralphroberts, and several 
other social networking sites, in addition to my own web sites 
and blogs. 


Get connected with influential people. In the world of so- 
cial media, communities often assess your trustworthiness by 
the people with whom you associate. If influential people in the 
community give you a positive recommendation, others in the 
community are more likely to buy from you. As you establish a 
presence online, enlist the help of influential colleagues to val- 
idate your credentials and post positive comments about you. 
Most social networking sites, including LinkedIn, allow peo- 
ple you know to post comments and recommendations about 
you. Also, try to get other top web sites and blogs in your 
industry to link to your web site and blog to improve your 
credibility. 

Interact with your clientele. Look for ways to engage your 
clientele directly online via message boards, blogs, Q&A sites, 
and other social media venues. FaceBook, for example, which 
at the time I wrote this book reported receiving an average of 
250,000 new registrations per day, allows businesses to create 
and promote mini-social networks to the site’s 65 million mem- 
bers (to learn more, visit www.facebook.com/business). Prove 
your expertise on topics related to your industry by answer- 
ing questions and offering insight and guidance. Another great 
way to interact with your clientele is through your own blog, as 
discussed in Chapter 11, “Blogging Your Way to Credibility.” 


Meet your clientele face to face. Seek out opportunities to en- 
gage with clients offline. One of the goals of social media is to al- 
low people with similar interests to locate one another in order 
to set up face-to-face meetings. You might consider schedul- 
ing a get-together, seminar, or workshop that enables your 
online connections to gather and gives you the opportunity 
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to meet prospective clients in person. To schedule and pro- 
mote face-to-face meetings with likeminded professionals, use 
Meetup (www.meetup.com). 


¢ Gather feedback. You can gather feedback from clients and 
prospective clients without establishing your own social me- 
dia presence by doing some research on the Internet. Search 
blogs, social networking sites, and newsgroups to find out what 
consumers are saying they like and dislike about the types of 
products and services you offer. Research your competitors’ 
web sites and blogs to learn about issues they have with their 
clients. To obtain more direct feedback, add a feature to your 
web site or blog that allows clients to submit comments, either 
privately via e-mail or publicly via a comments page. Just be 
sure to follow up on any feedback you receive. 


e Tread very carefully. Social media encourages transparency, 
whether you like it or not, so honesty and sincerity are the 
keys to success. You don’t have to bare your soul, but you do 
need to be a straight shooter and deliver on your promises. Be 
very careful about what you say and how you say it on the 
Internet. Anything you say can and will be used against you or 
for you. If you come across as being insincere, pushy, boastful, 
rude, or uneducated, an entire community can turn on you in 
an instant and destroy your business. 


SR Ore ae 
Tip: Before posting anything online, have someone else in your 
organization or a close friend proofread it for typos and gram- 
matical errors. You should also have someone who is familiar 
with your audience read it to determine whether your message 
is appropriate or whether it could be misinterpreted as offensive, 
particularly if you are responding to a sensitive issue. On the 
Internet, anything you post, whether it is interpreted as good or 
bad, can spread around the world in a matter of hours. This is 
not intended to scare you, but to convince you to proceed with 
informed caution. 
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Remember that social media marketing is all about transforming 
customers into prideful marketers and advertisers. This requires a 
concerted effort on your part, both online and offline, to deliver 
valuable information, insight, products, services, and customer ser- 
vice, so all of your customers will have only good things to say 
about you. Social media isn’t just about creating marketing buzz 
or hyping a product; it’s about serving your clients with integrity 
and learning as much as possible about your own business in the 
process. 


Q Realize the power of social media marketing: You can use it 
to transform customers into advertisers. 

Q Explore some of the top social media and networking sites, 
including MySpace, FaceBook, Digg, YouTube, LinkedIn, 
and Wikipedia. 

Search Google Web, News, Blogs, and Groups for your 
name, your company’s name, and the products and services 
you sell. Take notes about what customers are saying, what 
they need, and their biggest complaints. 

Search Google Web, News, Blogs, and Groups for social 
media related to you, your company, your products and 
services, and your competition. 

Q Create a free account on MySpace, FaceBook and LinkedIn 
and add your profile. 

Q Create an About Me page to post on your web site or blog. 

Q Introduce yourself to influential people in your industry 
who already have a strong reputation in online communities. 

Q Spend at least one hour every week posting comments and 
answers to customers and prospective customers in 


communities interested in what you sell. 
(continued) 
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Q Gather feedback from clients and prospective clients through 
your own research and by actively requesting feedback via 


e-mail or a comments page on your web site or blog. 

Q Be very careful of what you say and how you respond to 
comments; what you say and do can and will be used against 
you or for you on the Internet. 


CHAPTER THIRTEEN 


CREATING AND 
MAINTAINING 
YOUR OWN 
WEB SITE 
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Ithough the fastest, easiest way to establish a presence 

on the Web is by launching your own blog, as discussed 
in Chapter 11, “Blogging Your Way to Credibility,” traditional web 
sites are still an attractive option. While blogs encourage weekly 
or even daily postings and visitor interaction, a typical web site is 
static, functioning as an information kiosk. You can create a web site 
that contains anything and everything your clients and prospective 
clients will want, and then simply leave the site alone; web sites can 
be very low-maintenance. 

Setting up a web site can be quite a challenge, however, especially 
if you want your own online store where you can sell products and 
services, accept credit card payments, and ensure that your clients’ 
information is secure. 

One chapter cannot possibly teach you everything you need to 
know to create and maintain a complex web site, but this chapter 
introduces you to the basic considerations you need to make and 
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offers some tips to help you maximize the effectiveness of your web 
site for e-commerce. 


Securing Your Own Domain 


Many salespeople make the mistake of placing their web page under 
the umbrella of a larger organization, such as a national sales group 
or a local chamber of commerce. They end up with a web site address 
that consists of their company name with their name tacked on at 
the end, such as www.bigcompany.com/ralphroberts/. You'll get 
lost that way. 

Having your own address on the Internet where people know 
they can always find you is essential to your long-term Internet 
success. I always encourage the salespeople I coach to register 
their own, recognizable domain name, like www.ralphroberts.com. 
By having your own domain name, you can build a following 
that travels with you, regardless of which company you work for 
and what you sell. You can use your domain name for your web 
site and your e-mail address (for example, my e-mail address is 
ralphroberts@ralphroberts.com). 

If you have a unique name, consider registering your name as 
your domain name. If prospective clients are likely to search for a 
particular product you sell, consider using the product name as part 
of your domain name, such as “autosales” or “roofing” or “jewelry.” 
If people are likely to search for you by location, consider build- 
ing your domain name around your location, such as “chicago,” 
“sanfrancisco,” or “newyorkcity.” 


———ESS SSS SSS SSS ea 
Tip: You can register multiple domain names that all point to 
the same web site. Your hosting service should be able to provide 
you with instructions on how to set up redirects that point domain 
names to the same domain. 


To check whether a domain name is already taken, visit www. 
internic.net/whois.html. 
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Registering a domain name is easy and affordable. Most com- 
panies charge a $10 registration fee (per year), and if you use the 
company to host your web site, the company may waive the reg- 
istration fee. Visit www.internic.net/regist.html for a list of accred- 
ited domain name registrars. Compare prices and services care- 
fully before placing your order. I’ve registered most of my domain 
names through GoDaddy.com at www.godaddy.com. My co-author 
uses BlueHost at www.bluehost.com, both for registering his do- 
main names and hosting. BlueHost offers several tools to sim- 
plify the creation of web sites and blogs. Choose one service and 
stick with it, so you can manage all of your domains through one 
web site. 


Planning Your Web Site 


Although many salespeople have their own web sites, a majority 
of these sites are substandard. They simply contain a photo of the 
salesperson, the person’s biography or resume, and general infor- 
mation about the products or services they sell. These web sites may 
gratify the ego of the salesperson who created them, but they do 
little or nothing to generate leads or income. 

A good web site must be interactive. A client who visits your site 
must be able to do more than browse through a list of your current 
products and read your biography. Visitors must be able to request 
and receive information and discover a vast array of data that will 
help them make their buying decisions. 

For example, one of the keys to any good real estate purchase 
is the quality of the local schools. Real estate salespeople ought to 
include information about the local schools on their web site. For 
example, gather information about local schools from their web 
sites (nowadays, almost every school has its own web site) and 
present the data on your web site. Why shouldn’t you simply add 
links to the schools’ web sites? Because you want to keep visitors 
on your site rather than encouraging them to leave. If you do want 
to link to a school’s web site, then design the link to open in a 
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separate window, so people can view the school site and then close 
the browser window to return to your site. 

Before you create your web site (or hire someone to create it for 
you), jot down a list of everything you want to offer on your site—a 
wish list of sorts. Consider the following items: 


Home page: Your opening page should be attractive and 
engaging and provide quick access to the information your 
customers will most likely want, including your name; your 
company’s name, address, and phone number; a link to a map 
and/or driving directions to your office; links to information 
about specials you are currently offering; and so on. 


About Me or About Us page: Have a current photo of yourself 
and of others on your sales team along with a brief bio for each 
of you. Your About Me page may also contain your mission or 
vision statement, a history of your company, and other details 
that show you are well established. 


Contact Me or Contact Us page: A contact page contains 
information about how to contact you via snail mail, phone, or 
e-mail. Don’t simply place an e-mail link on your page, because 
a spammer will find it and add your e-mail address to dozens 
of junk-mail lists. Use an e-mail contact form that keeps your 
e-mail address hidden. 


Testimonials or list of clients: A list of high-profile clients or 
(better yet) testimonials from past or existing clients can help 
build trust. 


Products/services pages: These pages will vary depending on 
what you sell. On RalphRoberts.com, for example, I include 
a page where visitors can search the MLS listings. If you sell 
jewelry, you may want to create your own online catalog. 


Shopping cart: If you want to accept orders online, you can 
add a shopping cart service, where people can shop for and 
order products and enter payment information. I set up my 
store on eBay at stores.ebay.com/Ralph-Roberts-Real-Estate- 
Education. 
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e Information request form: To gather contact information from 
prospective clients, offer to mail or e-mail them additional 
information. In exchange for this valuable information, the per- 
son must supply his or her e-mail address, mailing address, 
and/or phone number. If you have a newsletter, you may 
require visitors to register in order to receive it. Again, 
several tools on the Internet can help you design forms for 
your web site. 


¢ Feedback form or survey: With a feedback form or survey, you 
can ask clients for their opinions on products and customer 
service, so you can continually improve. 


Your hosting service may provide the tools you need to create 
special components for your web site, including forms, a shopping 
cart service, discussion boards, a FAQ (frequently asked questions) 
list, auctions, calendars, polls or surveys, and much more. 

You might also want to consider adding multimedia content in 
the form of a podcast or video podcast: 


© Podcast: A podcast is an audio file that Internet users can down- 
load and play on their computers or transfer to a portable music 
player such as an iPod. With a microphone, a computer, and 
recording software, you can transform your office into an audio 
recording studio and create your own podcasts. 


© Video podcast: A video podcast (vidcast or vodcast for short) is 
a video recording that Internet users can download and play 
on their computers or transfer to a portable video player such 
as a video iPod. With a digital camera, a tripod, and video 
editing software, you can create your own video podcasts to 
feature products, distribute how-to videos, or simply deliver 
your message in a more personal format. 


Video is a very effective medium for delivering home tours and 
product demos. If you are no videographer, consider hiring a local 
videographer who specializes in helping businesses develop video 
for online use. 
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Hiring a Professional Web Designer 


The tools currently available make it much easier to design and 
maintain your own web site, even if you want to include complex 
features such as discussion boards and shopping carts. However, if 
you do not have a moderate amount of technical aptitude, you may 
find yourself in some frustrating and time-consuming situations 
when the tools fail to work as smoothly as intended. For this reason, 
Irecommend that salespeople hire someone with the required skills 
to design and set up the web site. A highly skilled web site designer 
can have your site up and running in a matter of days, and your site 
will look better, run more reliably, and be much more secure than if 
you were to do it yourself. 

The cost of designing and setting up a web site varies depending 
on the complexity of the site and the graphics, but a high-quality 
design and installation of a site typically costs between $5,000 and 
$10,000. Of course, you can find numerous companies offering de- 
sign services in the range of a few hundred dollars, but you gen- 
erally get what you pay for. Hosting services rarely offer help with 
web site design and setup, but they usually have affiliates who can 
assist you and are experienced working with the hosting service 
you use. 


a —_ 
Tip: Look for web site design and hosting companies that 
specialize in creating web sites for salespeople in your indus- 
try. If you see a site design you like, contact the owner of the 
site and ask for the name and contact information of the Web 
designer. 


Promoting Your Web Site 


Just because you invested a great deal of time and effort or money 
in designing and setting up a top-notch web site, this does not mean 
that immediately people are going to flock to your site. You need to 
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attract attention and drive traffic to your site. Following are some 
techniques that can help: 


e Make your site attractive to search engines. Search engine 
optimization (SEQ) is a term used to describe various techniques 
for improving the ranking of Web pages in search results. One 
way to make your Web pages more visible to search engines is 
to pack your Web pages with key words and phrases that peo- 
ple commonly search for on the Internet when they’re looking 
for content that your web site offers. Using HTML tags, such as 
<em> for emphasis, to call attention to key words and phrases 
also helps. For additional tips and strategies for giving your 
Web pages and blogs a higher profile, check out Search Engine 
Optimization For Dummies by Peter Kent (John Wiley & Sons, 
2008). 


e Exchange links. Generally, the more highly ranked sites you 
have linked to your site, the higher will be your ranking with 
search engines. One way to encourage the creators of other 
web sites to link to your site is to link your web site to theirs. 
However, some SEO experts claim that shared links do little or 
nothing to improve your ranking. It’s better to have a site link 
to yours without a link from your site to the other site. 


¢ Contribute content to other sites. People in your industry who 
have their own web sites and blogs are probably in a constant 
search for original content. Offer to write an article for them 
on a topic area of your expertise in exchange for them adding 
a link back to your web site. They can put the link in the credit 
they give you for writing the article. 


¢ Buy pay-per-click ads. Google, Yahoo!, MSN, and other search 
engines generate revenue by selling pay-per-click advertising. 
Whenever someone searches for words or phrases related to 
the content on your web site, your ad appears as part of the 
search results. You pay only if somebody clicks your ad. The 
cost per click varies depending on how high you want your ad 
to appear in the search results. 
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Add a signature to your outgoing e-mail messages. Every 
e-mail program allows you to create a signature file that you 
can have the program tack onto the end of every outgoing 
e-mail message. Most people who use a signature file include 
their name and contact information, but you can also include 
your web site address. Following is a signature I have used for 
my outgoing messages: 

Ralph R. Roberts GRI CRS 

67775 Van Dyke 

Washington MI 48095 

Office: 586-751-0000 

Fax: 586-752-8959 

www.AboutRalph.com 


Add your web site address to all of your marketing materials. 
Use your paper advertising to cross-promote your Internet 
marketing. Your web site address and e-mail address should 
be on your business card, letterhead, flyers, brochures, and all 
other marketing materials you use. 


Remember that your web site is only one component of your 
marketing campaign. Make sure it is well integrated with other 
components and that its design reinforces your brand. If you visit 
my web sites and blogs, you'll notice immediately that they all have 
a consistent look and feel and navigational tools that all function 
nearly the same way. You will notice the red-white-and-blue color 
scheme (representing the American Dream of Homeownership) and 
the Big Nail logo on every site, including the following: 


AboutRalph.com 
BigNail.com 
PowerfulSelling.com 


FlippingFrenzy.com 
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¢ GetFlipping.com 
e RalphRoberts.com 


e ForeclosureSelfDefense.com 


Q Register one or more domains that capture the essence of 
who you are and what you sell and are easily recognizable to 
clients and prospective clients. 

Q Draw up a detailed plan for your web site before you start 
creating it, so you know the types of content it will contain. 

Q Make sure your web site has an About Me or About Us page 
that will help visitors become more comfortable buying from 


you. 
Q Provide contact information on your web site, but do not 

post your e-mail address; instead of an e-mail address, 

provide a form that visitors can complete to send you an 


e-mail message. 

Q If you have little or no experience creating a web site, 
consider hiring a professional Web designer, instead. 

Q To help search engines find your Web pages and give them a 
higher ranking in their search results, be sure to repeat the 
key words and phrases in your Web content that people 
commonly use to search for sites such as yours. 

Q Use pay-per-click advertising to drive more traffic from 
search engines to your web site; you pay only when someone 
clicks your ad. 

Q Once your web site is up and running, advertise it in 
outgoing e-mail messages and on all of your printed 
marketing materials, including your business card, 
letterhead, brochures, and flyers. 


CHAPTER FOURTEEN 


BLASTING OUT 
OF YOUR 
SALES SLUMP 


ven top-producing salespeople have slow days, or 

weeks, or months, or years. Maybe the economy is slow 
or it’s that time of year. Perhaps you feel as though you have been 
saddled with some lousy leads or you cannot possibly compete 
against what the competition is offering. Whatever the cause or the 
perceived cause of your current slump, it really does not matter. 
Those things are outside of your control. To dump your slump, you 
need to concentrate on what you can control. 

In this chapter, Ishow you how to redirect your focus from outside 
factors that you cannot control to your internal core. By adjusting 
your mindset and focusing on what you need to be doing, you 
can actually begin to influence the external factors that seem to be 
stifling you. 


Hold Yourself Accountable 


Throughout this book, I encourage you to think like an entrepreneur. 
Your compensation is or should be tied directly to your production. 
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The more you sell, the more you earn. The first step, then, is to 
hold yourself accountable for your current slump and for pulling 
yourself out of it. 

Holding yourself accountable does not mean that you berate 
yourself for lackluster performance. That sort of negativity can 
be counterproductive. Holding yourself accountable simply means 
that you stop blaming your boss, your products, market conditions, 
and other external factors and start looking to yourself for answers. 
You cannot afford to sit around waiting for the economy to turn 
around or a slow season to pass. You have to start working to make 
something happen. 


Figure Out What's Changed 


When you find yourself in a slump, it’s usually because something 
has changed. Perhaps when you were first starting out, you were 
making 200 cold calls a week, but once you had plenty of customers, 
you stopped making those calls. In many cases, you simply need to 
get back to what you were doing when you were more successful. 

When I coach agents, this is usually the first thing I discover— 
what they were doing opposed to what they are doing now. It really 
isn’t rocket science. Many times, we get so busy working in our 
business that we forget we should be working on our business. 
What that means is you get caught up in the tyranny of what’s 
urgent instead of focusing on the big picture. 

Ask yourself, “What has changed?” If you can figure out what 
changed between the time when sales were brisk and when they 
began to slump, you usually know what you need to start doing. 
When asking, “What has changed?” consider changes in all aspects 
of your business: 


e Have you changed anything in the way you prospect for new 
customers? 
e Have you changed anything in the way you serve your clients? 


e Have your products or services changed in any way? 
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e Have prices gone up? 


e Is your competition doing anything different? 


Is the entire industry in a slump? If so, why? 


e Have your customers changed the way they shop for your 
products and services? If so, what are they doing differently? 


Once you have a fairly clear idea of what has changed, you can 
begin to formulate ideas on how you can change to accommodate 
the new market conditions. For example, if prices have gone up, 
what can you do to improve the value you deliver? Can you bundle 
products in such a way to make the price increase less obvious? Can 
you offer improved customer service to differentiate yourself from 
your competitors? If more of your customers are shopping online, 
have you made the necessary adjustments to establish a greater 
online presence? Do you have an online store where people can 
place orders? 

By identifying the cause of your slump, you are likely to identify 
the solution. 


Set a Goal and Reward 


A sales slump tends to feed on itself. Perhaps a lack of motivation 
triggered the slump, and now that you are in a slump, your motiva- 
tion continues to deteriorate, and your slump deepens. You know 
that the slump is not going to magically disappear unless you take 
action, so you need to do something to give yourself a good swift 
kick in the pants—or skirt. 

One way to proceed is to set a new goal and dangle a reward in 
front of yourself to provide some added incentive. Your goal may 
be process oriented, such as making 50 phone calls a day for the 
next month, or results oriented, such as achieving a certain sales 
volume for the month or quarter. Any goal that will inspire you to 
work harder and smarter will do. For more about goal setting, refer 
to Chapter 2, “Motivating Yourself with Goals and Rewards.” 
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Another way to kick yourself into gear is to (as the Nike commer- 
cial says) “Just do it.” Inactivity has its own momentum—a state 
in which you are at a standstill. Once you start doing something, 
whatever that happens to be, you gain motivation and momentum 
to continue taking positive steps. As a result, good things start to 
happen. The first step is usually the hardest. Once you get going, 


your momentum will carry you forward. 


i ee 
Tip: Remember, it’s easier to turn and change course when 
you’te in motion than when you are standing still. Keep moving, 
even if you are not exactly going in the direction you should be. 


Surround Yourself with Positive People 


Both positive and negative attitudes are contagious. Negative at- 
titudes can drag down an entire sales team, making everyone be- 
lieve that overcoming the current challenge is impossible. Positive 
attitudes can lift your spirits and those around you and motivate 
you to clear every hurdle that life puts in your path. 

Avoid people in your office who poke fun at goal setting, achieve- 
ment, and rewards and gravitate toward those who have a positive, 
can-do attitude. People with positive attitudes will encourage and 
challenge you to do your best and have fun doing it. The others will 
simply sap your energy. 

My office manager says that some of our staff always take the 
chicken little approach, “The sky is falling.” This creates an emer- 
gency mentality about every little thing. It creates a staff that runs 
around what-if’ing all day long. It’s exhausting and it tends to snow- 
ball: More and more people contribute to the miscommunication 
and erratic behavior. 

Be the leader who rises above the chaos. Be the calm voice above 
the panic, and soon your staff, clients, and customers will come to 
you because you are seen as a problem solver. 
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Focus on the Fundamentals 


When a professional baseball player is in a batting slump, the 
batting coach doesn’t take him aside and browbeat him for batting 
.200 when he used to be batting .330. The coach examines the 
videotapes and tries to find out what the batter is doing wrong. 
Then, he encourages the batter to focus on the fundamentals, the 
mechanics of watching the ball, maintaining the proper stance, and 
swinging the bat. 

When you find yourself in a sales slump, focus on the funda- 
mentals of selling. Are you building solid relationships with your 
clients? Are you asking the right questions to assess the customer’s 
needs before you start selling? Are you highlighting the benefits 
rather than simply rattling off the features of your products? Do 
you demonstrate your commitment to your client’s success? Are 
you following up after the sale? 

If you work in an office with several salespeople, team up with 
them to hone your sales skills. Develop scripts and practice them 
together, with one of you acting as the customer and the other as the 
salesperson. You can learn a great deal regardless of which role you 
play. Provide one another with honest feedback, so you can sharpen 
one another’s skills. 

Babe Ruth is remembered for hitting home runs, but he also 
carries another record you seldom hear about—strike-outs! Even as 
the strike-out king, he managed to return to that batter’s box over 
and over again. Lesser players may well have given up after hearing 
the umpire holler “strike” so many times, but Babe Ruth had the 
forethought to realize that the more chances he had at the plate, the 
better his odds of hitting a home run. 

Take the bat and keep swinging. Learn from everything that 
you do. 


Pick up the Phone 


In Chapter 8, “Hosting Your Own Hour of Power,” I encouraged 
you to spend an hour a day making 100 phone calls. I have coached 
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hundreds of salespeople, and those who follow my advice and make 
those 100 phone calls every day consistently find that they have 
more business than they can possibly handle without at least one 
assistant. 

What often happens, however, is that as soon as they get busy, 
they fall out of the habit of making those phone calls, and over time, 
sales taper off. Customers forget about them and may be contacted 
by a competitor. Moreover, the referrals from these customers begin 
to dry up. 

The Hour of Power does wonders to help salespeople avoid a 
slump altogether, but you can also use it to lift yourself out of a 
slump. When you begin to notice your sales tapering off, head for 
the phone and start dialing. Soon after you begin contacting your 
base, you will notice a steady rise in business—both repeat business 
and referrals. 

Try it. Start slow with say 25 to 50 calls per day, but work toward 
that magic number of 100. It really does make a difference. 


Grow Out of It 


We usually think that sales slumps are the result of some failure 
on our part or factors outside of our control, but success can also 
cause a sales slump. You achieve a certain level of success and for 
some reason cannot seem to break through the barrier to the next 
level, so you lose interest and sales start to decline, or you become 
so complacent that you simply stop trying. 

When you begin to feel complacent or frustrated, perhaps you 
need to grow out of it. Set a higher goal, figure out what you need 
to achieve that goal, and get to work. Do you need an assistant? 
Hire one. Do you need some new technology? Buy it. 

At one point in my career, I decided I wanted to sell 300 homes 
per year. I set this “unrealistic” goal because I was working as hard 
as I possibly could and still could not rise above the level I had 
achieved. The goal forced me to think outside the box. I had to 
answer the question, “What would I need to do in order to sell 300 
homes in the course of 365 days?” 
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First, I decided I would need some help. Just answering the 
phones and processing the paperwork for 300 transactions would 
be a full-time job. I needed to hire assistants. I also realized that 
I was wasting a lot of time driving one couple around at a time 
looking at homes. If I could show the same home to two or three 
couples at a time, I could double or triple my sales! First, [bought an 
SUV. Later, I purchased a van. Soon after that, I had entire convoys 
driving around town to look at homes. 

The results surprised even me. You might think that I would have 
to deal with a lot of conflicts, such as two couples deciding to buy 
the same house. That never happened. Instead, what I found was 
that when one couple showed interest in a home, the other couples 
would sell it to them. They would go on about all the great features 
in that home and how perfect it was for that couple. 

As soon as a couple decided to make an offer on a particular 
home, I would call back to the office, and my assistants would start 
processing the paperwork. By the time we got back to the office, all 
the couple had to do was sign on the dotted line. 

What initially seemed like an unrealistic goal suddenly became a 
reality. I was able to grow beyond the apparent upper limit of real 
estate sales. 


Ramp up Your Marketing Efforts 


When sales drop, your first impulse might be to slash expenses: 
Lay off your assistant, trim your marketing budget, and wait for 
business to pick up. Your gut reaction, however, could be a mistake. 
A sales slump should motivate you to ramp up your marketing 
efforts and give your assistant even more to do. Use your free time 
to make sure you're doing everything possible to market yourself 
and your products: 


e Freshen the content on your web site. 
e Write fresh blog posts. 


e Check in with your media contacts. 
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e Write a press release announcing a new product, service, or 
special deal. 


e Put your existing customers on a drip e-mail campaign. 


e Take an ad out in a publication that your customers are likely 
to read. 


e Invest in pay-per-click advertising. 


e Write an article for a popular online publication. 


These are all activities you should be doing year-round, but when 
you find yourself in a sales slump, you have additional time and 
resources to invest in these activities. Instead of scaling back, scale 
up with your very own multimedia marketing blitz. 

Remember: It’s not all about expensive services. Get creative. For 
example, you can get full-page newspaper ads at a quarter of the 
regular price by agreeing to purchase “remnant ads.” Talk to the 
sales rep at your paper regarding this little-known secret. 


Shadow a Top Producer or Hire a Coach 


One of the best ways to pick up new sales techniques is to learn from 
the masters—the top producers in your industry or sales coaches 
who have acquired numerous techniques and strategies from their 
own Sales careers and from working with other top producers. 

Dozens of coaches and mentors have played an instrumental role 
in helping me to learn my craft and develop the top-producing 
systems I have relied on throughout my career, including the 
following: 


¢ Julia Rowland, my grandmother and owner of Fashion Trea- 
sure Jewelry, was an accomplished saleswoman who embodied 
the joy of selling. 

e Tony and Noel Fox of Fox Brothers Real Estate were the first 
real estate brokers who hired me right out of high school and 
taught me how important it is to introduce myself to everyone. 
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Ira Hayes, the original Ambassador of Enthusiasm, taught me 
the power of the word Great! 


Tom Hopkins, author of Selling For Dummies, wrote the first 
book of tips for real estate agents. 


Zig Ziglar, the sales superhero, taught me that if you help 
enough people get what they want, then you will get what you 
want. 


Charlie “Tremendous” Jones revealed to me the life-changing 
power of people and books. 


Art Fettig taught me the difference between a great salesperson 
and an order taker and revealed to me the power of giving, 
without any expectation of receiving something in return. 


Joe Girard, the top car salesman of all times, happened to sell 
cars four miles from where I grew up. 


Floyd Wickman, a real estate agent in my area, taught me to 
stay on track and be competent, confident, and natural. 


Dick Runstatler, my favorite sales manager of all time, let me 
be myself and taught me how to handle stressful situations. 


Tom Desmond, a real estate agent I worked with at Earl Keim 
Real Estate, was constantly striving to improve himself. 


Earl Keim, a guy who could sell you the house next door, even 
if you didn’t want it, coined the phrase “Keim Sold Mine.” 


Mark Victor Hansen, the “Master of Mindset” and co-creator 
of Chicken Soup for the Soul, taught me to deflect rejection and 
continue to pursue my passion. 


Og Mandino (www.ogmandino.com), a humble, yet remark- 
able man, has spent much of his life striving to overcome 
his own personal challenges and sharing what he discovered 
through his writing and teaching. 


Tom Antion, the speaker’s speaker, taught me that if you can’t 
talk to people, you can’t sell. 


Les Brown taught me the power of living with a purpose. 


174 Walk Like a Giant, Sell Like a Madman 


Chances are pretty good that you already know a top producer 
or sales coach you admire. Unfortunately, most salespeople are re- 
luctant to approach these industry leaders, under the mistaken as- 
sumption that these top producers have little time or desire to meet 
with “lesser” salespeople and reveal their secrets of success. The 
truth is that the people at the top are often the most generous with 
their time and with sharing their techniques. Most of them arrived at 
the top with help and training from other top salespeople, and they 
feel a responsibility to pay it forward. Contact a salesperson you 
admire and arrange a meeting. Invite the person to lunch or dinner. 
If you hit it off, ask whether you can shadow the person for a day. 

Another option is to hire a sales coach. Sometimes, you may be 
too close to your situation to view it objectively. A reputable sales 
coach can quickly assess the situation, tell you what you're doing 
right and what you’re doing wrong, and offer several suggestions 
that you can immediately implement. A good coach may charge 
you a thousand dollars or more plus expenses for a single day, but 
if the coach can put you on the path to success, the investment is 
well worth it. 


Start Now! 


Many people set a date on which they plan to implement a change. 
They say they'll start dieting after Thanksgiving or stop smoking 
on Monday. That gives them some time to indulge until the day of 
reckoning. 

For some people, this approach might work, but for many people, 
when that date finally arrives, they simply bump the date. They still 
have half a box of candy or a few cigarettes left that they don’t want 
to waste, so they put it off until they’ve depleted their supply. In 
the meantime, they buy some more candy or cigarettes, and end up 
never getting around to following up on their good intentions. 

If you are serious about making a change, do it right now. Don’t 
put off till tomorrow what you can do today, because you never 
know what tomorrow will bring—usually more opportunities. As 
soon as you havea planin place, start working the plan immediately. 
Why wait? Seize the opportunity now! 
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Work on Today’s Business, Tomorrow’s Business, 
and Future Business 


One of the best ways to avoid a slump altogether is to always 
be working on today’s business, tomorrow’s business, and future 
business. Many salespeople fall into the rut of focusing only on 
today’s business. Instead of building a business, they are constantly 
doing business, until sales taper off. Then, they shift gears and spend 
all their time chasing future business. This rollercoaster may seem 
exciting at first, but it gets old quickly and can really wear you down. 

By continuing to work on tomorrow’s business and future busi- 
ness while attending to today’s business, you can flatten out the hills 
and valleys and establish a steady flow of business and revenue. 
This enables you to plan your business and scale your workforce 
more effectively, so you are not in a constant cycle of hiring people 
and then laying them off. You and your team will be much happier 
and more productive. 


Bl eee eee ES 2 ee ee ee) 
Tip: ABCD it. A projects are those that are close to being mon- 
etized. You want to keep moving B’s to A’s, C’s to B’s, and D’s 
to C’s, or delete the D’s that are not worth pursuing or that you 
know will never move up the ramp. With this system in place, 
you can always be sure that you are working on today’s business, 
tomorrow’s business, and future business. 


Q Stop blaming others or making excuses; you are responsible 


for your own success. 
Q Figure out what change(s) have caused your current sales 
slump, and you will often discover the solution to end your 


slump. 
(continued) 
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Q Motivate yourself by setting a goal and a reward for 
achieving that goal. 

Q Surround yourself with positive people whose attitudes are 
much more conducive to recovering from a sales slump. 

Q Review the fundamental strategies and techniques required 
to be successful; a sales slump is often the result of forgetting 


what helped you achieve success in the first place. 
When sales taper off, pick up the phone and start calling 
current and past customers; this can help you build repeat 
and referral business. 

Q Grow out of your current slump by setting even higher goals 
and then doing whatever it takes to achieve those goals. 

Q To avoid another slump, always be working on today’s 
business, tomorrow’s business, and future business. 


CHAPTER FIFTEEN 


BUILDING AND 
MANAGING YOUR 
OWN SALES TEAM 


or the better part of human history, people have been 

F teaming up to do everything from securing food, water, 

and shelter to raising children, building communities and towns, 

and providing the goods and services required to maintain our 
existence and pursue our dreams. 

Despite the many benefits of teams, however, salespeople all too 
often choose to fly solo, and if they achieve any level of success, 
they eventually find themselves overworked and unable to take 
their business to the next level. As a result, they lose a sense of 
balance in their lives and ultimately become rather unhappy and 
unfulfilled. 

When you do everything yourself, you are doing business, not 
building a business. By forming a sales team, you establish an in- 
dependent business unit, and perhaps even a salable asset, that 
is much bigger, more efficient, and more productive than you can 
possibly be on your own. 
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Note: Some sales positions are more conducive to teams than 
are others. More and more real estate agents, for example, are 
implementing a team-based approach, but if you sell appli- 
ances or pharmaceuticals, a team-based approach may not be 
feasible. For details about building and managing a real estate 
agent team, check out Power Teams: The Complete Guide to Build- 
ing and Managing a Winning Real Estate Agent Team, by yours 
truly and John Featherston, founder and CEO of RISMedia 
(for sale zt www.rismedia.com). If a team-based approach is 
not right for the products or services you sell, at least take on 
an assistant, as recommended in Chapter 6, “Hiring Your First 
Assistant.” 


What Is a Sales Team? 


By definition, a team is a group of people working together for a 
common purpose, but it’s really much more than that. A team is 
an entity with diverse skills, talents, and personalities. It is a whole 
that is greater than the sum of its parts. It enables each individual to 
accomplish more than he or she would be able to do alone. A team’s 
diversity makes it more capable of meeting challenges, and its flex- 
ibility enables the team to quickly adapt to changing conditions. 

Although every sales team is unique, most start out as a sim- 
ple two-person team: the salesperson and his or her assistant. The 
salesperson does what he or she is best at and performs the most 
dollar-productive activities—activities that drive business and gen- 
erate revenue. The assistant plays a supporting role: scheduling, 
processing paperwork, and performing other tasks to free up the 
salesperson’s time and resources so the salesperson can focus on 
dollar-productive activities. This two-person team arrangement is 
covered in Chapter 6. 

Sales teams can become much more complex. For example, you 
can add salespeople who focus on particular markets, such as 
minority markets, or specialize in selling only a subset of your 
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entire product line. You can add a marketing coordinator, someone 
to process transactions and produce reports, someone to develop 
your sales presentations, and much more. 


Taking a Lesson from Your Dentist 


Most dentists hire a receptionist to answer phones, greet patients, 
process insurance information, and bill patients. They hire dental 
hygienists to clean teeth, take X-rays, and prepare patients for any 
special care that only the dentist is qualified to deliver. 

If your dentist runs an efficient office, he or she probably spends 
about 5 to 10 minutes with you for your six-month checkup, pri- 
marily to find out how you're doing and quickly examine the inside 
of your mouth for any potential problems. Your dentist offloads all 
the lower-level tasks and then focuses on higher-level tasks, such as 
fixing cavities, capping teeth, and referring patients to specialists. 

To maximize your own efficiency as a salesperson, take a les- 
son from your dentist and learn to streamline procedures. Apply 
the assembly line approach to making sales and processing your 
transactions. (See Chapter 7, “Assembly Line Selling.”) 


Identifying the Benefits of Sales Teams 


Salespeople who successfully make the transition to a team-based 
system rarely regret their decision. What they regret is not having 
done it sooner. They often tell me about how frustrated and over- 
worked they were prior to building a team. Working over 80 hours 
a week, having insufficient time and resources for their clients, they 
found themselves making costly mistakes and having little time for 
themselves and their families. 

After establishing a team, their lives quickly improved. These 
salespeople were now able to focus on what they did best—meeting 
with clients and selling goods and services—and could outsource 
the rest to other team members who had the time, resources, and 
energy to take on those tasks. Sure, the salesperson had to share 
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profits with the rest of the team, but the increase in commissions 
was more than enough to cover the added expense. Perhaps best of 
all, these salespeople had more time and energy for themselves and 
their family, friends, and communities. 

Team-based agents are overwhelmingly more satisfied with their 
careers and with their lives than are agents who work alone, pri- 
marily because of the following benefits that teams deliver: 


Increased personal productivity: Imagine how much more 
you could get done by having someone around to answer the 
phones, schedule meetings, sort your e-mail messages, orga- 
nize your office, and prepare sales reports. 


Improved office efficiency: By focusing on generating sales, 
you can avoid most daily interruptions that tend to break your 
concentration and momentum. Each team member can special- 
ize in performing certain tasks more efficiently. 


Increased sales and profits: As a salesperson, the more you 
sell, the more you earn. By focusing on sales instead of the 
million and one other things you need to do in a day, you can 
sell much more. 


New opportunities: With the increased time and talent sup- 
plied by other team members, your are now better equipped 
to pursue new opportunities that you did not have the talent, 
knowledge, and expertise to pursue on your own. 


More rewarding career: You can focus on the work you find 
most rewarding and enjoyable and outsource the rest. You no 
longer have to perform the unpleasant chores that sap your 
energy and enthusiasm. 


Increased scalability: With a sales team, you can quickly scale 
up when sales are brisk and scale back during slow sea- 
sons, particularly if part of your team is comprised of virtual 
assistants, as discussed in Chapter 19, “Scaling Your Business 
with Virtual Assistants.” 


Improved customer service: You may have a mistaken notion 
that you serve customers better by doing everything yourself. 
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However, you can probably serve customers better by bringing 
someone on board who can deal with lower-level issues, so you 
can focus on more complex issues. You need to convince your 
clients, through words and improved customer service, that 
this new approach is best for them, too. 


¢ More free time: True success requires balance. If you become 
a top-producing salesperson at the expense of your personal 
relationships, you are not successful. Having a team can free up 
your time and energy, so you can establish a happier, more sat- 
isfying balance between your professional and personal lives. 


Knowing When You Need a Team 


Forming a sales team is a little scary. You may be so busy that you 
cannot imagine where you will find the time to recruit, hire, and 
train the people you need. Or you may be afraid that if you hire 
someone and sales taper off, you will be unable to pay the person. 
Although these are certainly valid concerns, you can usually tell 
when the time is right to start forming a team by taking an honest 
look at yourself and the current situation. Here are some signs that 
the time is right to form a sales team: 


e You have more clients or leads than you can handle. You are 
actually referring prospects to your competitors. 


e You are experiencing an increasing number of missed oppor- 
tunities due to constraints of time and resources. 


e You find it more and more difficult to meet deadlines or you 
are chronically missing deadlines. 


e You are making numerous careless mistakes. 


e You feel as though you never have enough time to do what 
you need or would like to do. 


e Family members are complaining that you don’t spend enough 
quality time at home. 


e You skip vacations to catch up on work. 
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¢ You feel alone and frustrated. You want to share ideas and 
get feedback before bringing those ideas to life, but you have 
nobody to bounce those ideas off of. 


e You have great ideas for improving your business, but you are 
missing the key skills and talents to implement those ideas. 


When you have more business than you can comfortably handle 
by yourself, forming a team is almost a necessity. You are proba- 
bly losing out on lucrative opportunities. The increased sales and 
profits that will result from training and paying someone to pick 
up the slack will probably more than cover the expense in time and 
money. 


Caution: Do not form a team unless you have enough 
work to keep the person busy enough to earn his or her own 
keep. Otherwise, you will end up paying the person for doing 
nothing. 


Drawing up Your Team Roster 


Before you start recruiting new team members, jot down a roster of 
job titles you need to fill. If you can’t come up with a list of job titles, 
then write a comprehensive list of tasks you would like to delegate 
to others and group the similar tasks. You can then assign a job title 
to each task group. Following are some positions that sales teams 
typically need to fill: 


¢ Sales Executives: More salespeople, some of whom may focus 
on particular markets or product lines. 

¢ Transaction Coordinator: The person who processes the trans- 
actions after the sales. 

e Accountant: The person in charge of payroll, accounts payable, 
accounts receivable, and producing various reports, such as 
profit and loss statements and balance sheets. 
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e Marketing Director: The person who co-develops the market- 
ing program with the sales team leader, produces or coordi- 
nates the production of all marketing materials, and handles 
public relations and special events. 


e Director of First Impressions: Another name for your recep- 
tionist, this person answers the phone, greets customers as they 
enter your place of business, and handles some of the typing 
and filing. 

¢ Office manager: The person who runs the office and manages 
the team to ensure that everything operates smoothly. 


Keeping Your Sales Team on Track 


Although you may have an office manager or team manager who 
coordinates activities, the success of the team rests squarely on 
your shoulders. As team leader, you are the visionary who needs 
to communicate the team’s mission and make sure every member 
of the team is doing whatever he or she can possibly do to fulfill 
the team’s mission. To keep your team on track, you are in charge 
of the following: 


¢ Hiring and firing: You need to make sure that you are hiring 
the right people and smoothing their transition onto the 
team. You are also responsible for holding team members 
accountable for doing their jobs and releasing those who do 
not perform up to par. 


e Compensating team members: You need to develop a compen- 
sation package that is suitable for each position to help attract 
and retain the most talented, dedicated individuals without 
busting your budget. 


e Keeping an eye on the money: Although you may hire some- 
one to manage the daily accounting chores and hire an outside 
accountant to audit the books regularly, you need to keep 
an eye on the monthly reports to ensure that your team is 
pulling in sufficient revenue to cover expenses and generate 
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the profits you expect. You also need to check for any signs of 
possible fraud. 


¢ Motivating team members: Compensation is one way to re- 
ward team members, but it’s often insufficient in motivating 
them. Everyone is different. Some people are motivated by pro- 
motions and status. Others prefer bonuses or profit sharing or 
extra time off to be with their families. Some simply want to 
play a bigger role in the decision-making process. It’s up to you 
to find out what motivates team members; then develop and 
implement a system that rewards them with what they value 
when they excel. 


¢ Being a positive role model: Perhaps your most significant role 
as team leader is to model the desired behavior. If you work 
hard, your teammates will generally work hard, too. If you run 
your business with honesty and integrity, your teammates will 
act accordingly. Likewise, if you come in late and leave early, 
your teammates will probably do the same. 


e Holding productive meetings: A weekly team meeting is a 
must to ensure everyone stays on track. You should also meet 
once a week with each individual team member to make sure 
that person is setting goals and achieving the agreed-upon 
goals, and has the tools and resources he or she needs to do 
the job. Individual meetings are also an opportunity for you to 
bond with each team member and find out more about what 
motivates this person. 


Honing Your Team Management Skills 


When you become a team leader, you suddenly make the move from 
employee to manager, and as manager, you have an entirely new 
set of clients: your teammates. Although you still might be working 
directly with customers, your primary clients are the people who 
work with you. By ensuring their success, you ensure the success 
of the customers you service, your team as a whole, and yourself as 
team leader. 
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The following list introduces various areas that you need to focus 
on in order to become an accomplished team leader: 


e Create and communicate a clear vision. As leader, you need. 
to see where the team is heading and what each member of the 
team needs to do to get there. Formulate a clear vision for your 
team and then make sure members know what that vision is 
and what role they need to play. 


¢ Commit yourself to the success of your teammates. Hire great 
people and give them everything they need to be successful: 
training, resources, technology, coaching, and so on. Invest 
heavily in their success, especially early on, and then give them 
the freedom and responsibility to take it to the next level. Once 
your teammates know that you are committed to their success, 
they will be committed to your success. They will also tell ev- 
eryone they meet about the great team they are part of. Money 
cannot buy the type of genuine, positive PR this generates. 


e Plan the work and then work the plan. You need to put the 
systems in place to accomplish every task that needs to be 
done—from marketing your business and the products and 
services you sell to processing transactions and expanding 
your business. 


e Manage your team’s growth. Make sure your team has the 
infrastructure in place to support new team members before 
you add a new member to the team. When teams grow too 
quickly, team leaders often overlook the basics, such as weekly 
team meetings, which can result in the entire team falling apart. 
Whether your team consists of two people, eight people, or 
even multiple offices, you have to make sure you maintain 
steady and manageable growth. 


¢ Deal with issues immediately. Don’t let problems fester. If 
your team has some internal strife, investigate, identify the 
root cause of the problem, and then address the problem with 
everyone involved. The longer a problem is allowed to exist, 
the more damage it can do. 
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Communicate clearly. Communication is essential, and it 
doesn’t mean simply saying or writing things clearly; it means 
listening to what your teammates have to say. You have two 
ears and one mouth, so use them proportionally. Remain in con- 
stant touch with your team, with past customers and clients, 
with colleagues, and with vendors. Nine times out of 10, prob- 
lems arise due to miscommunication. As team leader, you 
become a communications hub that monitors communication 
and steps in to clarify issues when the need arises. 


Delegate and let go. Don’t hover over team members to make 
sure they get their work done. Hire people you can trust to do 
the job you’re hiring them for, provide them with the training 
and tools they need, and then let them perform. You should 
constantly be on the lookout for new markets. When you rec- 
ognize a new revenue-generating opportunity, build a profit 
center, put the right self-starter in place to run it, and then 
move on to more business development. 


Create an enjoyable workplace. Work is not a four-letter word. 
Well, technically speaking, it is, but metaphorically speaking, 
it shouldn't be. Enjoy the people you work with and the ac- 
tivities that you are involved in on a daily basis. Feel free to 
break the routine every once in awhile. This doesn’t mean that 
you turn each day into a wild party, but don’t lose your soul 
in pursuit of success. Crack a smile. Crack a joke. Celebrate 
accomplishments. 


Create a system of accountability. Make team members ac- 
countable for their own success or failure, so you do not have 
to step in and hold them accountable. Members should know 
up front what you expect from them, what will happen if they 
fall short of those expectations, and the rewards they will re- 
ceive when they meet or exceed those expectations. 


Team meetings and individual meetings are the crucial tools in 
enabling you to build and manage a successful agent team. New 
team members should have a mentor to get them up to speed and 
address any issues that may confuse them. 
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Tip: Produce high-quality business cards for everyone on the 
team and encourage them to distribute them to everyone they 
meet. This makes your teammates proud to be affiliated with 
you and is a constant reminder that they need to be team players. 


QO Remember that a sales team is a group of people working 
together for the common purpose of improving customer 
satisfaction. 

Team members should complement one another and fill in 
the gaps. They should not be your clones. 

With a team-based approach to sales, you can get more done 
more efficiently, earn higher profits, and improve customer 
satisfaction, all while providing yourself with more free time. 
The right time to form a team is when you have more 
business than you can possibly manage on your own. 

Draw up a team roster with a job title for every position you 
need to fill. 

Hold a weekly meeting with everyone on the team to keep 
team members informed and allow them to share ideas and 
coordinate tasks. 

Hold a weekly meeting with each individual team member 
to review goals and make sure the person has everything 
required to perform his or her job. 

As team manager, you are responsible for forming and 
communicating the team’s vision and mission and 
motivating team members to do their best. 


CHAPTER SIXTEEN 


YOU'RE FIRED! 
FIRING YOUR 
WORST CLIENTS 


e have all had our share of bad clients—those wishy- 

washy, time-consuming, energy-sapping complain- 
ers who seem committed to driving us crazy and driving our busi- 
nesses into the dirt. What do you do with these people? Some would 
say you need to coddle them, bring them along, and transform them 
into cooperative clients. I say fire them, and the sooner the better. 

What about the customer always being right? It’s a myth. 

What about the fact that you have too few clients already? Maybe 
you would have more time and energy to find new and better clients 
if the bad ones were not wasting so much of your time, energy, and 
resources. 

What about the bad PR this will generate? Well, you don’t exactly 
have to be mean when firing your clients. You should let them down 
easy; make it seem as though you are doing them a favor. You have 
to handle it properly, but you also need to get rid of them. At the 
same time, you have to find superior replacements. In this chapter, 
I show you how. 
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Identifying Your Best Clients 


I keep a list of my best clients, past and present. I actually have 
several lists: a top 25, top 50, and top 100. When these clients 
call, I drop everything to make them happy. To qualify for a spot 
on one of my top client lists, a client must have the following 
qualifications: 


e Places me first 

e Pays a fair price without quibbling 

e Challenges me to do my best 

e Allows me to do my job without second-guessing my decisions 
e Is a source for return business 


e Provides me with leads, referrals, and other opportunities— 
what I like to call “a sale that keeps on giving” 


Identify your top 25 clients and then draw up a list of quali- 
ties they demonstrate. Perhaps they have a certain personality that 
meshes well with yours or they take the initiative to resolve issues 
and call on you only after they have tried other options to resolve 
certain issues on their own. Knowing the qualities you value in 
clients can help you identify candidates that you really want to add 
to your top-client lists. 


Retaining Your Best Clients 


You probably spend a great deal of time and effort attracting great 
clients, so when you find one, nurture the relationship to keep 
that person from wandering off. Think of the relationship as a 
marriage. To keep your marriage strong, you need to continue 
to date your mate; show affection through words, gifts, and acts 
of kindness—three of the five love languages that Gary Chapman 
describes in his popular book, The Five Love Languages (Northfield 
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Publishing, 1995). Here are some ways you can help your best clients 
feel the love: 


e Keep in touch with your clients. Call them, send occasional 
greeting cards and e-mail messages. In Chapter 8, “Hosting 
Your Own Hour of Power,” I encourage you to set aside one 
hour every day to keep in touch with current and past clients. 


e Send or deliver gifts to your clients as a token of your appreci- 
ation. Gifts may include flowers, inspirational books, plaques, 
or anything else you may feel appropriate based on what you 
know about each client. 


¢ Demonstrate an act of kindness. If you know that your client is 
dealing with a problem and you know of some way or someone 
who can help, offer your assistance. If you know your client is 
out of work, for example, and you know someone who could 
use this person’s talents, introduce them to one another. 


Keeping outstanding clients is a lot easier than finding new out- 
standing clients. Remember: Nobody generates great leads better 
than a great client does. 


It’s Not You; It’s Me—Letting Them Down Easy 


In the same way you drew up a list of your best clients, jot down a 
list of your worst clients—the 10, 20, or 30 people who make your 
life miserable. These are the people who, when they call, make you 
hate to answer the phone. These are the people who make you want 
to stay in bed in the morning rather than going into work. These are 
the ones you need to get rid of, and here are some suggestions on how 
to get rid of them: 


¢ Pass the client to a team member whose personality is a bet- 
ter match. This allows you to shed the person without losing 
the person’s business. You should have weekly team meetings 
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with your fellow salespeople. During those meetings, you can 
discuss problem clients and the possibility of swapping clients. 
(I have three listing managers who regularly exchange clients 
to better serve each client and nurture more productive and 
profitable relationships. It’s amazing, but true, that one per- 
son’s dream client can become a nightmare for another sales- 
person and vice versa. If you can set aside your ego and make 
rational decisions, you can often change assignments without 
having to kick the client completely out the door.) 


e Refer the problem client to a competitor. When I tell sales- 
people this strategy, they always start to chuckle, because they 
assume I’m trying to push my problem onto my competitor. 
Well, that may be a side benefit, but actually, my competi- 
tors are sometimes a better match for my problem clients. 
Your problem client may actually be better suited to working 
with your competitor than with you. Respectfully tell problem 
clients that you want to make sure that their needs are met, 
and the best way to accomplish that is to match them with 
the excellent salesperson down the road. You may have the 
option to collect a referral fee, making it a win-win-and-win 
situation. 


¢ Pull back. If you are a person who is obsessed with pleasing 
others, your natural impulse when dealing with lousy clients 
is to ramp up your efforts. Unfortunately, the harder you try 
with some clients, the worse your relationship becomes. Take 
the counterintuitive approach instead: Back off. One of two 
things can happen as a result: Either the client feels ignored 
and leaves, which is certainly fine, or the client realizes that he 
or she has been a pain in your posterior and recognizes how 
valuable you are and shapes up. Either way, you win! 
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Tip: Take the blame. Never blame the client for the failed rela- 
tionship, even if the client is 100 percent at fault. 
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Adding Better Clients 


Asa salesperson, you should be constantly recruiting clients—better 
clients, clients like the ones on your top 25 list. How do you find 
these better clients? Learn more about your top clients and you will 
have a clear idea of where you can find more people like them. Here 
are a couple of suggestions: 


1. Find out who your client is. Study the demographics: age, 
household income, geographical location, and so on. Maybe 
you fit better with a certain group and should target that group 
in your marketing efforts. 


2. Get to know what your best clients do for a living, where 
they hang out after work, other products they buy, and so on. 
Gather as much information about your best clients as you can, 
through normal conversations and correspondence, to draw a 
detailed portrait. 


Brainstorm a list of the seven top sources for more clients who 
are like your best client. Perhaps targeting a certain geographical 
area would be best. If you met the person through an Internet pro- 
motion, for example, that may be where you want to focus your 
efforts. Think in terms of what you need to do to get more clients 
like this. 
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Tip: One of the best sources of new good clients is former good 
clients. Clients are like magnets. Their friends and family are 
likely to be like them, so continuing your relationship provides 
more opportunities to meet the best type of client for you. 


Remember, no matter what you are selling, you are in the business 
of selling time. If you have clients who are wasting that precious 
resource, you need to get rid of them. It may not be easy, but it is 
necessary for your own survival and success. Start today. Fire your 
worst clients and start searching for better ones. 
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QO Generate a list of your top 25, 50, and 100 clients. 

QO Analyze your list of top clients to determine the qualities 
that your top clients have in common. 

QO Work on retaining your best clients by staying in contact with 
them, giving gifts as a token of your appreciation, and doing 
good deeds for them when opportunities present themselves. 


Q Let your worst clients down easy by referring them to 
another salesperson on your team or to a competitor, or 
simply by backing off until the client leaves or demonstrates 
a willingness to become a better client. 

QO Constantly recruit new clients who have the qualities you 
value in your best clients. 

QO Stop wasting your time with clients who sap your energy 
and enthusiasm. 


CHAPTER SEVENTEEN 


BECOMING A 
LIFELONG 
LEARNER 


You are only as good as the people you meet, the books you read, and the 
tapes you listen to. 
—Charlie “Tremendous” Jones 


he pace of change both in the world and in the sales pro- 

fession is rapidly accelerating. Technology is streamlin- 
ing operations, transforming neighborhoods into global communi- 
ties, and enabling salespeople to go mobile. You can now vacation 
on the French Riviera while following up with clients in Colorado. 
In addition, selling is becoming more of a team sport, empower- 
ing sales teams to increase efficiency and boost both productivity 
and profits. 

To thrive in this world of ever-increasing change, you have to 
keep up with the latest information and technology. You must con- 
stantly educate yourself in order to adapt and take advantage of 
new tools and opportunities that change delivers to your doorstep. 
You must become a lifelong learner. 

Yet, when I talk to many people in the sales profession, I hear 
all too frequently that they just “don’t have the time to keep up.” 
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I know agents who subscribe to excellent magazines like Selling 
Success and don’t even take the time to read these valuable 
publications—publications that could ultimately save them tons 
more time than is required to read the articles! Some salespeople 
refuse to attend industry conferences, falsely assuming that they 
are a big waste of time and resources. Many salespeople won’t even 
crack open a book to learn a new sales or marketing technique or 
listen to a book on CD or their iPods. All of these salespeople are 
losing out in a big way: in time, profits, and personal fulfillment. 

Becoming a lifelong learner means plugging yourself into the 
industry grapevine. In this chapter, I offer some suggestions on 
how to do just that. 


Attend Industry Conferences 


Early in my career, I avoided industry conferences. I figured I had 
better things to do with my time, like sell houses and make money. 
Besides, I wasn’t the type to sit around in a conference room listening 
to somebody who liked to listen to his own voice tell me how to 
sell. Boy, was I wrong. 

As I discovered by attending my first real estate conference, con- 
ferences attract the best and the brightest and the most successful 
people in the industry. If for nothing else, the top producers flock 
to these conferences to mingle with the best and the brightest. Why 
would anyone ever pass up the chance to meet the top people in his 
or her industry? Who knows what opportunities could result from 
a chance encounter! 

Attend at least one industry-related conference every year. 
You can usually find one or two valuable sessions or speakers, 
and even if you don’t, the networking opportunities alone make 
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Tip: Between the sessions you attend, station yourself at a table 
in or near the food court or lobby so you can meet a steady stream 
of fascinating attendees. 
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the investment well worth it. Some of the best sessions are the ones 
that happen by chance in the lobby. 


Read Industry-Related News and Reports 


To stay on top of your game and ahead of the curve on late-breaking 
news and reports related to your industry, subscribe to one or more 
of the top industry publications and read them religiously. 

In addition, read several articles a day on industry-related topics 
that interest you. Instead of hunting down articles using a generic 
Internet search tool, you can have news alerts delivered right to 
your e-mail inbox with Google News Alerts. Go to Google News 
at news.google.com, click “News Alerts” in the left navigation bar, 
and set up news alerts to have Google automatically notify you 
about late-breaking news on topics of interest. You need to know 
what’s happening in your industry as well as in your market and 
the world in general. 
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Tip: Enter very specific search instructions, so you are not inun- 
dated with articles that do not interest you. If you have a unique 
name, create a news alert for your name, so if you appear in the 
news, you'll know what people are writing (and reading) about 
you. Also create a news alert for your company, your company’s 
competitors, and any clients who may be newsworthy. 


I spend about an hour every morning checking and reading my 
Google News Alerts stories, so I can intelligently discuss topics of 
interest with my colleagues and clients. 


Read a Book 


Pick up a book about selling or any industry-related topic that in- 
terests you and start reading. You can find plenty of great books 
on the market that reveal new techniques that you may never have 
discovered on your own and that can teach you new skills (like this 
book, for example). 
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Tip: Don’t limit your reading list to books about selling and 
industry-related topics. Read broadly about anything that catches 
your interest. Creative ideas and opportunities often arise by 
placing two entirely different concepts side-by-side. Just think of 
how many modern advances have come out of biochemistry—the 
combined study of biology and chemistry. 


Listen to Audio Books 


Most salespeople are high-energy types who cannot possibly do 
one thing at a time. They have to be driving and talking to a 
client, meeting with colleagues and jotting down notes, or checking 
e-mail while barking out orders to their assistants. One thing I like 
to do is to listen to audio books while I’m driving to meet clients. I 
can’t possibly read while I’m driving, so this is the next best thing. 

Get a collection of CDs or podcasts from the top salespeople and 
motivational speakers, and when you are doing something that 
does not allow you to read, listen to the recording. If you usually 
listen to music as you’re driving to meet clients, consider listening 
to something that’s a little more educational. 


Take a Class 


A couple of decades ago, when you graduated high school or college 
or received your certification in trade school, your school days were 
over. You would continue your education on your own, but your 
coursework was complete. 

Nowadays, continuing education is almost a requirement in most 
careers, including sales, and continuing education usually means 
taking classes, either in a traditional classroom or online. 

In the real estate industry, plenty of classes are available on 
everything from real estate basics to listing homes, representing 
buyers, spotting and stopping real estate and mortgage fraud, and 
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creating and managing agent teams. If you know of no sales courses 
specifically for your industry, then consider taking some more gen- 
eral courses on marketing, advertising, team management, and 
technologies that can help you manage your business more effi- 
ciently. Local colleges usually offer at least a few classes for people 
in business. 


a I =e 
Tip: Look for courses that enable you to earn certification in a 
particular area. This gives you instant credibility in addition to 
ensuring that you attain a certain level of mastery in the selected 
field of study. 


Explore New Technologies 


Developers are inventing new technologies almost every day to 
help people more effectively and efficiently run their businesses, 
market and advertise their products and services, and network with 
others. 

Spend time learning how to make optimum use of your com- 
puter and the software installed on it. Explore your software’s help 
systems, read a book, or take a class to learn how to boost pro- 
ductivity with features you may not even be aware of. Focus at 
least some of your efforts on learning more about Internet mar- 
keting through web sites, blogs, and other social media marketing, 
as explained in Chapter 12, “Tapping the Power of Social Media 
Marketing.” 


Obtain Advice from a Mentor or Coach 


Connect with a mentor or coach. One of the best ways to learn fast 
is to connect with a top producer. Consider shadowing a real es- 
tate professional whom you admire or asking the person to act 
as your mentor or coach. Success leaves big footprints. Follow 
them. 
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A mentor or coach can offer benefits you'll never receive through 
your efforts to educate yourself, including the following: 


Accountability: A mentor or coach can hold you accountable 
for trying new strategies and techniques. When I coach 
salespeople, for example, I require them to submit their Hour 
of Power phone call tallies to me at the end of each week. This 
motivates them to stay on track and make the Hour of Power 
a habit. 


Personalized advice: Books, classes, and articles often provide 
general information that you may or may not be able to use. A 
coach or mentor can help you assess your current situation and 
implement specific changes to improve your sales and profits. 
Teaching by example: You can absorb much more simply by 
observing a top-producing salesperson in action rather than 
having the person explain to you how it’s done. 
Opportunities: A coach or mentor may open your career to 
numerous opportunities and potential partnerships you may 
never have imagined. 

Finally, remember that what you learn you should feel obli- 
gated to share: Teach. Continue to make yourself, your peers, 
and your industry better. Raise the bar and everyone will 
benefit. 


Spread the Word 


I know; I am probably preaching to the choir. The fact that you are 
reading this is proof that you are part of the minority of salespeople 


who actually care enough about your profession to study up on it. 
Others in our field, perhaps even some of your closest colleagues, 
haven’t gotten the memo. Do them a favor: Give a copy of this book 
to 10 of your colleagues who need it most and e-mail me when you 
do it at Ralph@RalphRoberts.com. Working together, we might just 
be able to convince our colleagues to take at least one step toward 
improving their future. 
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Q Attend at least one industry-related conference this year. 

Q Subscribe to and read regularly the top journals and 
magazines for your industry. 

Q Sign up for Google News Alerts to keep track of daily news 
about your industry, your company, yourself, and your 
competitors. 

Q Read books or listen to audio books to discover more about 
your craft and anything else that piques your interest. 

Q Take a class and work toward becoming certified in a 
particular area of interest or specialty. 

Q Explore new technologies that can help you perform tasks 
more efficiently and effectively. 

Q Hire a coach or ask a top-producing salesperson to be your 
mentor, so you can learn from their experience. 

Q Spread the word about the need to become a lifelong learner. 
By creating a community of lifelong learners, you will be 
more dedicated to your own continuing education. 


CHAPTER EIGHTEEN 


PARTNERING 
YOUR WAY TO 
UNLIMITED 
SUCCESS 


oners often excel in all fields of endeavor, including art, 

L science, and business, but most people achieve much 

more through mutually beneficial relationships: partnerships. The 

three types of partnerships I find most productive for people in 
sales are the following: 


1. Personal partnerships: Personal partnerships are those in 
which two parties agree to work together either on the same 
project or to support one another in their individual endeav- 
ors. My friend and colleague, Terry Wisner, founder of Part- 
nering to Success, LLC, refers to this as the Personal Partnering 
Process™, The idea behind personal partnerships is that you 
and your partner can work together to set goals and hold one 
another accountable for achieving your goals. For more about 
personal partnering, refer to Chapter 3, “Becoming Account- 
able through Personal Partnering.” 
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2. Business partnerships: In a business partnership, two or more 
parties bring something of complementary and equal value to 
the table to create a business entity that is greater than the sum 
of the combined offerings of all the partners. For example, 
a business manager, salesperson, and production supervisor 
could form a partnership to produce and sell widgets. Each 
person would bring a unique skill set that together could op- 
erate a successful business. Business partnerships are the topic 
of this chapter. 


3. Unique business+business partnerships: Many individuals 
partner to create their own businesses, but once you have a 
business, your partnership opportunities can grow through 
partnering with other businesses. For example, a real estate 
broker might partner with a mortgage broker and title com- 
pany to create a full-service, one-stop-shop for homeowners. 
All you need to do is identify a common goal and a way to 
generate revenue together. 


Tapping the Synergistic Power of Business Partnerships 


People often develop partnerships because they happen to enjoy one 
another’s company and work well together. I have seen successful 
business partnerships develop out of friendships, personal part- 
nerships (colleagues working together), and family relationships 
(marriages, parents and children, and so on). Most other partner- 
ships arise out of productive collaborations. Two or more individ- 
uals who share a goal and realize that they have complementary 
skills and resources join forces to pursue their goals together. 
What I find to be most beneficial about effective business partner- 
ships is that they enable you to accomplish what you never could 
have accomplished on your own. Over the years, I have partnered 
with several companies and individuals, including the following: 


e Kinetic Knowledge, a blogging company that specializes in 
designing and managing blogs for real estate professionals. 
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Kinetic Knowledge couldn’t possibly reach as many real 
estate professionals as they do without my platform and 
connections, and I couldn’t possibly blog without Kinetic 
Knowledge and other professionals who assist me in design- 
ing, maintaining, and generating fresh content for my many 
blogs. 


e Face to Face Live, a turnkey videoconferencing solution that 
enables companies large and small to establish real-time 
audio/video connections across the country and around the 
world. In addition to investing in Face to Face Live Video- 
conferencing, I work as their spokesman, helping to spread 
the word about this company and its amazing technol- 
ogy. I couldn’t possibly design such an intricate technology, 
and they couldn’t possibly promote it as well without my 
talents. 


e Professional writers, who have enabled me to author nearly a 
dozen books. Without these writers, I could not have written 
so many books and developed relationships with publishers. 
In exchange, I provide the writers with valuable content and 
the marketing savvy to sell more books, so we earn more in 
royalties. 


e Other real estate professionals, who offer services to home- 
owners that my business does not offer. I’ve partnered with 
other real estate professionals to provide my clients with 
financing and insurance and provide their clients with my ser- 
vices to sell their homes or assist them in finding homes that 
best suit their needs. 


Being ADHD, I have always seen things a little differently from 
the way most people see them. Perhaps my mind is more open to 
placing two disparate ideas side-by-side, enabling me to see op- 
portunities that others would never consider. I always find myself 
wanting to help others enjoy a higher level of success and often 
team up with them for this purpose. 
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Forming Partnerships to Fill the Gaps 


Whenever you want to pursue a new business venture and do not 
have the skills, talents, time, money, or resources required, you have 
several options: 


e Acquire them yourself. If you don’t have the knowledge or 
skills required to perform a certain task, for example, you can 
take classes, read books, or do some online research to learn 
what you need to know. Many businesspeople who never took 
accounting, for example, teach themselves to manage the books 
and even do payroll for their businesses. Likewise, if you need 
money, you can borrow it. If you need special equipment, you 
can buy it or rent it. 


e Hire the knowledge, skills, talent, and personnel you need. 
If you don’t have the time, knowledge, skills, or talents re- 
quired, hire someone with the requisite skills to plug the gaps. 
Sure, you will need to pay your staff, but if you manage your 
business well, the people you hire should generate more than 
enough revenue for you to pay them. 


e Partner with someone who has what you need. I recently read 
a story about the band Van Halen. According to the account I 
read, David Lee Roth tried out to become the band’s lead singer 
and didn’t make the cut. The band didn’t have its own PA 
system, so it rented one from Roth for $50 a night. Eventually, 
Eddie Van Halen became frustrated trying to sing lead vocals 
while playing guitar and was tired of paying the $50 per night 
rental fee, so he let Roth join the band. This is just one example 
of how a business partnership can help you add new talent 
(and equipment) without busting your budget. 


If you have a great idea for a new business venture and start 
doubting yourself because you don’t know enough or you don’t 
have all the skills required, think again. Partnerships can help you 
clear that first major hurdle. In addition, just having someone take 
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the journey with you, share the workload, and talk shop with you 
can make the venture less stressful and more rewarding. 


Three Steps to Partnering Your Way to Success 


Once you recognize how powerful partnerships can be, you can 
accomplish anything you set your mind to by following three not- 
so-simple steps: 


1. Figure out what you want to do. That sounds easy enough, but 
when you can accomplish anything, you have a lot of options 
to narrow down. 


2. Determine what you need in order to accomplish your goal: 
money, equipment, personnel, knowledge, skills, talents, ser- 
vices, supplies. Before you start shopping, you need a com- 
prehensive grocery list. 


3. Acquire everything you need, including the partners who have 
what you need and need what you have. 


Drawing Up a Partnership Agreement 


A partnership isn’t really considered a separate business entity, 
such as an LLC (limited liability corporation) or S-corporation. The 
profits and losses flow through the individual partners rather than 
through the business. The partnership does not pay separate income 
tax, but still you must file a return for the partnership. 

You can have an informal partnership, but I strongly recommend 
that whenever you form a partnership, you have your attorney 
draw up a detailed partnership agreement. Without an agreement 
in writing, any conflict will be decided based not on what you and 
your partner want but rather on the guidelines in the UPA (Uniform 
Partnership Act) and RUPA (Revised Uniform Partnership Act). Ask 
your attorney whether your state has adopted either of these acts, 
because it could affect the way the partnership is handled upon 
dissolution. 
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Your partnership agreement should include the following: 


Nature and purpose: State the type of business, the purpose 
of your relationship, and the roles that each of you will play in 
the partnership. 


Capital contributions: State how much startup capital each 
partner is contributing to the business and how all of you will 
be reimbursed once the business becomes profitable. If more 
capital is required later, what percentage of the needed capital 
is each partner responsible for contributing? What happens if 
that partner cannot contribute his or her portion? 


Profit and loss sharing: Specify how the partners will share any 
profits or losses, including how the accounting will be done and 
how profits and losses will be reported to all partners. 


Authority: How much authority does each partner have in 
running the team and making decisions? Spell it out. 


Signature authority: Who has to sign checks, documents, and 
agreements with vendors? Are two or more signatures required 
or does one person hold sole authority? 


Addition of new partners: If you add new partners later, how 
will the profits be divided? Make sure this is addressed well in 
advance of taking on any new partners. 


Dissolution of the partnership: This is one of the most im- 

portant areas of any partnership agreement. If the partnership 

dissolves for whatever reason, this provides you with an 

exit strategy. Your partnership agreement should cover the 

following: 

e Death of a partner: If a partner dies, how will that partner’s 
shares be distributed? Will they be given to the deceased’s 
family or distributed among other partners? 


e Buyout: Under what conditions can partners buy out the 
interest of another partner—death, divorce, bankruptcy, 
illegal activity? Specify the circumstances and how the buy- 
out amount will be calculated. 
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¢ Division of clients: Who gets to keep existing clients? Which 
clients does a partner who’s leaving get to take? 

e Division of property: If the partners jointly own property, 
how will that property be divided when the partnership 
dissolves? 


e Ongoing transactions: If a partner who is leaving has out- 
standing transactions, what percentage of the commissions, 
if any, is the partner entitled to? 


Your partnership agreement should also indicate whether this is 
a general or limited partnership. In a general partnership, all partners 
share in the management and liability of the team. Limited partners 
have little or no say in the management of the team and can limit 
their personal exposure to liability. Defining what it means to be 
a limited partner can be confusing and complex, so consult your 
attorney. You may also want to ask your attorney to discuss other 
options for structuring your partnership as a separate business en- 
tity (for example, as an S-corporation or LLC) for additional legal 
protections against your personal assets. 


Remember: When forming a partnership agreement, you 
and your partner(s) each should be represented by your 
own attorney to ensure that each partner’s interests are pro- 
tected. Always have an exit strategy in place very early on. 
If later you have a falling out, agreeing on an exit strat- 
egy and an equitable division of assets becomes much more 
challenging. Think of your exit strategy as a prenuptial 
agreement. 


Forming Unique Business+Business Partnerships 


With business+business partnerships, your business remains an en- 
tity unto itself but partners with other business entities to pursue 
opportunities that generate revenue for both of your businesses. 
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An “ad agency” by the name of Anomaly (www.anomalynyc. 
com) has embraced the concept of business+business partnerships. 
While traditional ad agencies generate revenue by charging com- 
panies for the creation of advertising and marketing materials, 
Anomaly teams up with companies to develop intellectual property 
that it licenses to clients in exchange for a portion of the revenue 
that the intellectual property generates. 

The idea is that the traditional ad agency is inefficient, earning 
revenue by charging clients for time and for media produced. This 
arrangement actually rewards the ad agencies for inefficiency. The 
more time they invest in creating marketing and advertising media, 
the more they earn. In addition, the less successful the marketing 
campaign, the more marketing media the client will require to meet 
its sales goals. 

Instead of charging its clients, Anomaly develops revenue- 
generating products and shares in the profits that those prod- 
ucts generate. In an example highlighted in a report by Fast Com- 
pany (March 2008, No. 123), Anomaly created a line of luggage 
for Richard Branson’s airline, Virgin America. Anomaly examined 
ideas from all aspects of Virgin America’s operations and deter- 
mined that it could transform the luggage that the crew carried intoa 
revenue-generator. According to the Fast Company article, Anomaly 
“brought in snowboard company Burton to help craft an edgy black 
suitcase with skateboard wheels and removable cosmetics pouch. 
Sales from the luggage, which will be available commercially later 
this year, will be shared three ways among the companies. What 
would have been a cost for Virgin is now an additional revenue 
stream.” 

Although Anomaly has a business model that specializes in 
these businesst+business partnerships, there is nothing standing 
in the way of any two businesses partnering up in creative ways 
for their mutual benefit. Look for such opportunities inside and 
outside of your marketplace. You could discover the next big 
thing. 
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Q When you want to achieve something you cannot 
accomplish on your own, look for partners who have what 
you need and need what you have. 

Q Try to identify a business partnership that you think would 
be rewarding and profitable. 

QO Remember the three steps to accomplishing anything you set 
your mind to: (1) Identify what you want to do. (2) 
Determine what you need to reach your goal. (3) Acquire 
everything you need—by forming partnerships, if necessary. 

Q Always have a partnership agreement in place that 
delineates each partner’s responsibilities and share of the 
profits. 

Q A good partnership agreement always contains an exit 
strategy, detailing which partner gets what in the event that 
the partnership dissolves. 

Q Look for opportunities to develop creative partnerships with 
other businesses inside and outside of your industry to 
invent new products and services that generate revenue for 
both of you. 


CHAPTER NINETEEN 


SCALING YOUR 
BUSINESS WITH 
VIRTUAL 
ASSISTANTS 


ven after I deliver my discourse on the necessity of hav- 

E ing an assistant, salespeople are often reluctant to hire 

someone even part time. They seem afraid of taking on an employee 

because of all that it entails—hiring, training, processing payroll, of- 
fering health insurance and other benefits, firing, and so on. 

In the past, those excuses may have been somewhat valid, but 
with the relatively recent surge in virtual assistants (VAs) in the 
workforce, nobody has any excuse for not hiring an assistant. The 
benefits far outweigh any costs or hassles you might incur. 

As I reveal in this chapter, VAs enable you to explode your busi- 
ness and scale up or scale down your workforce at a moment's no- 
tice. They can do anything from taking on time-consuming chores 
to adding the high-tech talent you need to drive your business into 
the twenty-first century. 
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Here, I lay out the argument for adding one or more VAs to your 
staff, show you how to determine when you need a VA (or another 
VA), describe the types of projects you should farm out to VAs 
(and which ones you should never farm out), explain how to go 
about choosing the right VA for you and for the work that needs to 
be done, and show you how to get the most out of working with 
your VA. 


What Is a Virtual Assistant? 


Virtual assistants (VAs) are freelancers who generally market their 
services on the Internet—that’s where the virtual part comes from: 


e Virtual means they don’t need to be where you are to get the 
job done. 


e A VA is a business ownet. 


e A VA generally is very knowledgeable about the industry that 
he or she specializes in and familiar with marketing on the 
Internet. 


A VA can do everything from data entry to designing and man- 
aging web sites to processing payroll and doing your taxes. Because 
they’re freelancers, you simply buy as much assistance as you need 
and pay a flat hourly fee or by-project fee. You don’t have to worry 
about paying taxes or unemployment insurance, offering additional 
benefits, or paying for vacations. All of that is covered by the fees 
you pay the assistant. 

Most virtual assistants specialize in a certain field—writing, edit- 
ing, Web design, transcription, database management, accounting, 
you name it. Each assistant typically has specialized training and all 
the resources required to perform a task better and more efficiently 
and affordably than you can do it yourself. They can be retained for 
one-time jobs or become an integral part of your team, devoting a 
certain number of hours to your business every month. 


Scaling Your Business with Virtual Assistants 215 


A VA can be a single business owner and operator or a business 
that employs the services of other VAs. The larger operations may 
develop into brick-and-mortar businesses or simply hire other VAs 
who work out of their own home offices. 


What Can an Experienced Virtual Assistant Do for You? 


A better question might be, “What can’t an experienced virtual as- 
sistant do for you?” A competent VA can handle just about any 
job you’re currently performing yourself, except for meeting with 
clients—especially prospective clients—that’s something you need 
to do on your own. Other than that one exclusion, a VA can han- 
dle a host of tasks and can usually carry them out for much less 
cost in time and money than if you had to pay yourself to do 
them. 

As a salesperson, you probably have an assortment of tasks that 
are perfect candidates for outsourcing to a VA. Following is a short 
list of tasks that you can assign to a qualified VA: 


¢ Building an online transaction-management system 
e Designing feature sheets and postcards 

¢ Implementing a drip e-mail program 

e Researching and creating reports 

e Updating web sites with new products and services 
e Designing and maintaining your blog 

e Managing leads 

e Managing e-mail 

e Preparing holiday mailers 

e Ordering gifts for clients 

e Assembling marketing packets 

e Designing and personalizing presentations 


e Updating calendars and schedules 
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Create Feature Sheets and Postcards 


Whatever you sell, you will need marketing materials to show it off. 
Many VAs have specialized training in marketing or advertising and 
in using specialized graphics and desktop publishing tools. They 
can create better-looking marketing materials much faster and for 
less money (remember, time is money) than you can do it yourself. 

In my real estate business, I can provide a VA who is experienced 
in the business with just a few shreds of information, and she can run 
with it. [can supply a VA with the address of a property I want to sell 
and instructions to create for me the feature sheets and postcards I 
need to market the property. The VA can take that information, do 
her own research, and produce beautiful marketing materials. 


Implement a Drip E-Mail Campaign 


In the not-so-good old days, salespeople relied on direct mail (snail 
mail) campaigns to market directly to prospective clients. Here’s 
what a typical direct-mail campaign would entail: 


e Going crazy pulling together all of the necessary information 
and trying to meet your deadline 


e Spending a lot of time and money to produce high-quality 
marketing materials 


e Doing exactly the same thing all of your competitors were 

doing 

e Waiting and wondering whether your campaign would pro- 

duce any results 

e Crossing your fingers in the hopes that this campaign would 

be a success 

e Hoping for a 10 percent response! 

Fortunately, the Internet and e-mail have delivered us from 
the torture of the direct-mail campaign. You can now create drip 
e-mail campaigns that automate the entire process and are much 
more effective in turning promising leads into sales. Drip e-mail is 
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simply a method that sends a different e-mail message to each of 
your clients or prospective clients on a regular basis (say once a 
week), so they do not forget about you. 

With the right software or drip e-mail service, one of your virtual 
assistants can set up a drip e-mail campaign for you by following a 
simple three-step process: 


1. Upload the e-mail addresses of the prospects you want to 
contact into an automated system, such as Rainmaker, or to 
your web site, if your Web-hosting service provides you with 
a drip e-mail feature. 


2. Write and edit the e-mail messages that you want to send out. 


3. Upload the letters to the drip e-mail service and specify the 
schedule for sending the e-mail messages. For example, you 
may schedule to have an e-mail message sent once a week or 
once every two weeks. 


Update Your Web Site or Blog 


In Chapter 11, “Blogging Your Way to Credibility,” and Chapter 13, 
“Creating and Maintaining Your Own Web Site,” I stress the im- 
portance of updating your web sites and blogs, so the information 
on your sites does not become stale. Keeping your sites up to date, 
however, can become a nearly full-time job, especially if you are 
unaccustomed to creating and editing content online. 

One way to overcome the challenge is to hire a VA to manage 
your sites for you. Because VAs run their own businesses online, 
most of them know exactly how to market a product online and 
manage the digital images and videos that really make a product 
shine. Your VA should be able to handle the following tasks: 


e Upload new product or service descriptions to your web site. 


e Create a link to a virtual tour or demonstration of a product, 
and perhaps even create the virtual tour or demo. 


e Create custom web sites or blogs. 
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Caution: When handing over web site and blog management 
to a third party, make sure you trust the person to post excel- 
lent content and not to try to sabotage you. When you're first 
starting out, consider checking everything before it is posted, 
to make sure you approve of the content the person is posting 
on your sites. Even after you hand control of your sites over 
to your VA, you should visit them regularly to make sure you 
approve of the content. Make sure you have the correct pa- 


perwork from the very beginning, including a non-disclosure 
and non-compete agreement, signed before you start working 
together. 


Manage Leads 


One of the big mistakes that many salespeople make when they 
sign up for an Internet lead-generation service is that they fail to 
maximize the value of the leads they receive. The most successful 
salespeople nurture their leads and turn them into business, as 
explained in Chapter 9, “Dating Your Leads before Someone Else 
Does,” but few salespeople have the time to invest in nurturing 
those leads. What is the solution? Hire a VA to manage your leads 
for you. A VA can: 


Add your leads to a central database, so they do not get lost in 
the shuffle. 


Add your leads to a drip e-mail campaign, so you will be there 
when the prospect is ready to buy or sell. 


Ship marketing materials to prospective customers. 


Provide online customer service and notify you when a 
prospect is ready to talk to you. 
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Manage Your E-Mail 


How much time do you spend screening your e-mail messages, 
dumping junk mail, and finding out which messages you really 
need to respond to? A virtual assistant can take care of all of this 
for you, so you can focus on messages from the customers and 
prospects you value most. A VA can help you: 


e Organize your inbox. 


e Set up a rules wizard to automatically sort incoming messages 
and place them in separate folders. 


e Delete spam. 
e Organize leads. 


e Respond to inquiries and put them on a lead management 
program. 


¢ Call important messages to your attention. 


Manage Your IVR System 


Ihave used an interactive voice response (IVR) system for years to gen- 
erate leads for my foreclosure department. Distressed homeowners 
can dial a toll-free 800 number, listen to some basic information 
about the foreclosure process, and then, if they choose to, leave a 
number where I can reach them. 

If you use an IVR system in your business, you can have your 
VA set it up, manage it, and screen the calls, so you can focus your 
energies on the top prospects. Your VA can: 


e Record your IVR greeting. 
e Prepare a fax-on-demand. 


e Monitor leads that come in from IVR. 
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Shop for and Order Gifts for Clients 


Nurturing positive relationships with your clients often means giv- 
ing them gifts to show your appreciation, but this can be a very 
time-consuming process. You have to choose a gift that people will 
like but is affordable, find a supplier to ship it, place the order, and 
track it to make sure it arrives. This is the perfect job for a VA, partic- 
ularly one who loves to dabble in PR and shop with other people’s 
money. 


Manage Ideas and Implement the Best Ones 


Sales success is as much about working smart as it is about working 
hard, so I always encourage the people I coach to keep an Idea of the 
Week book, but who has the time? Well, an idea book is something 
you have to make time for, because in addition to doing business, 
you have to work on your business—work toward making it better. 

Every week, you should jot down one or more ideas in your book 
for improving or growing your business or improving your life and 
getting more out of it. Do not worry about how feasible your idea is; 
dreaming big is not only allowed but encouraged. Over time, you 
will see that you have actually implemented many of these ideas 
into your life and your career. 

Have your VA record your ideas for you. You may even want her 
to record them electronically in a spreadsheet or database program 
and then categorize them, so they’re easier to manage. Having VAs 
can often make your ideas more feasible and give them legs. You 
may not have the skills and resources to follow through on one of 
your ideas, but you can usually find a VA who can fill in the gaps. 


Give Thank-Yous That Get Thank-Yous 


Over the years, I have used thank-yous to cultivate more fertile 
ground for business. Although not everyone mines for gold this 
way, there are many who understand the value of being pleasant 
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and letting everyone know how much they mean to you and your 
business (while at the same time reminding everyone of who you 
are and what you do). 

When you leave a tip after a good dinner, you are thanking your 
server for fine service. When you leave your tip and your business 
card, you are thanking them and offering the same good service in 
return. 

I employ this strategy when working with clients, prospective 
clients, and colleagues. I send thank-yous with gifts attached. And 
when someone receives a gift, they’re inclined to send a thank-you 
in return. I end up getting thank-yous for my thank-yous, which is 
the beginning of a relationship that I can eventually convert into a 
sale or some other opportunity in the future. 

How much time does this take out of my busy day? Very little; 
my VAs take care of most of the work. 


Update Your Calendar and Schedule 


By its nature, success leads to the point at which you're almost too 
busy to be successful. That’s when you need to start managing your 
time more effectively, or have someone else manage it for you. My 
visual (nonvirtual) assistant, Lois, manages my calendar, but you 
could conceivably use a VA instead. 

Your calendar should include the following: 


e Meeting dates and times 
e Activities, both professional and personal 
e Family events 
e Birthdays and anniversaries of the people you know 
e Holidays 
LN a 
Tip: Most calendar programs have a reminder feature that can 


notify you in advance of a meeting, event, or special occasion, so 
you have plenty of time to prepare for it. 
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Advantages to Having a Virtual Assistant 


As a salesperson, you're essentially running your own business, 
whether you work independently or for a company. In other words, 
you're an entrepreneur. As such, you stand to reap several benefits 
from using VAs. The major advantage that VAs deliver is that they 
can focus on the details while you concentrate on the big-picture 
items, such as the following: 


e Income generation, or what I like to call dollar-productive 
activities 

e Growing your business 

e Focusing on what you’re most passionate about 


e Improving the quality of your family and personal life 


Of course, any assistant can do this for you, whether virtual 
or visual (nonvirtual), but virtual assistants offer some additional 
benefits: 


e You pay only for the time the assistant works for you. 


¢ You don’t have to train the person; you hire people who already 
have the skills you need. 

e You don’t have to constantly find tasks to keep the person 
busy. 

¢ You don’t withhold payroll taxes or pay into unemployment 
(worker’s compensation). 

e You don’t pay for health insurance or other benefits. 

e You don’t have to pay extra for hiring through an employment 
agency. 

e They don’t take paid sick days, holidays, vacation days, or 
maternity leave. 

e They come fully equipped, so you have no overhead on 
office space or additional equipment, software, phone service, 
or Internet service. 
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e You don’t have to enforce the office dress code. 


e You don’t have to fire them if they fail to perform; you just find 
someone else. 


Perhaps the biggest benefit of using virtual assistants is that they 
enable you to immediately scale your business when business con- 
ditions change. You can scale up when you have more work to do 
and scale back when business tapers off. When you have in-house 
employees, you can’t simply fire and rehire at a moment’s notice 
and you end up with constant overhead. 


How Do You Know You Need a Virtual Assistant? 


You know that in order to grow your business, you must grow 
your team. As much as business owners think, “It’s faster to do it 
myself,” or “If I give up control, everything will start to fall through 
the cracks,” the reality is that you can’t do it all and focus on your 
strengths without stretching yourself too thin. 

Most people decide it’s time to hire a VA when they “hit the wall,” 
or are “moving at warp speed.” Little things like overdue bills, a 
messy office, unreturned phone calls, or too much work to do ina 
day start adding up until you find your business grinding to a halt. 
Typically, businesses and individuals partner with a VA to complete 
routine day-to-day tasks and overflow, seasonal, confidential, one- 
time, special, or time-critical projects. 


a | 
Tip: Many salespeople feel as though they cannot afford to hire 
an assistant, particularly when they are first starting out. I say 
that you cannot afford not to hire an assistant. If you have hit the 
wall or are moving at warp speed, you had better hire an assistant 
for your own survival. 
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Deciding What to Delegate to Your Virtual Assistant 


The first step in taking ona VA is to identify tasks that you could and 
would be willing to outsource to a VA. Earlier, in the section “What 
Can an Experienced Virtual Assistant Do for You?” I offered some 
suggestions, but the tasks you delegate are entirely yours to choose. 

What are some tasks you can delegate to a VA? Develop a list of 
at least 10 tasks that a VA could handle (don’t just read past this list 
and decide you will come back to it; actually take the time to fill out 
the worksheet now): 


eae Sot SO OE eee eee 


S 


Finding a Qualified and Experienced Virtual Assistant 


You can Google “virtual assistants” and find links to hundreds of 
thousands of VAs and VA groups on the Web, most of whom are 
well-qualified to handle any number of basic tasks. 

However, searching for VAs using a standard search engine does 
nothing to weed out unqualified VAs or highlight the best of them. 
To improve your chances of finding a qualified VA dedicated to 
providing the top-notch service you desire, search VA association 
directories to find registered, certified VAs. Here are a few great VA 
sites where you can begin your search: 
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International Virtual Assistants Association (IVAA) at www. 
ivaa.org 

Virtual Assistant Networking Association (VANA) at www. 
vanetworking.com 

Elance—outsourcing to freelance programmers, Web develop- 
ers, logo designers, illustrators, and writers at www.elance.com 


REVA Network (Real Estate Virtual Assistants Network) at 
www.revanetwork.com 


Tip: 


If you need 75 hours of VA assistance a week, probably 


you would be better off engaging three VAs at 25 hours a week 
rather than one at 75 hours to gain better control and better use 
of each VA’s area of expertise. 


Once you get in contact with your virtual assistant, you will need 
to interview the person just as if you were interviewing candidates 
for full- or part-time employment in-house. The following work- 
sheet provides you with the most important questions to ask and 
space to jot down the answers: 


1. 


What qualifications do you have that will support me in my 
business? 


. How long has your company been open? 


. Did you have any experience working in [your industry] prior 


to becoming a virtual assistant? 


. What do you consider your specialty? 


. Do you work independently or as part of a team? 
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10. 


11. 


12. 


13. 


14. 


15. 


16. 
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. Who will handle your business while you are on vacation? 


. How many clients do you have right now, and how do I know 


you will not take on more than you can handle? 


. Can you send me some samples of your work? 


. Can you provide me with contact information of three clients 


you are currently working with and three clients you have 
worked with in the past? 
Name: Contact information: 


Do you do the work yourself or do you farm it out? 
What are your hours of operation? 

What time zone are you in? 

How much do you charge? 

Do you have a per-project fee? 

Do you charge more for rush jobs? 


How many hours a day do you have to devote to my business? 


17. 


18. 


19. 


20. 


21. 
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Do you require that I sign a contract? 
Will you agree not to work for any of my competitors? 


Do you have a confidentiality agreement? Will you agree not 
to share any of my information? 


What forms of payment do you accept? 


How soon can we get started? 


After you interview several VAs and gather the information you 
need and samples of their work, use the following criteria to guide 
you in deciding which VAs to hire: 


Qualifications 

Company history and size 

Experience in your industry and specialty 
Client load and client references 
Arrangements for vacation and sick time 
Work samples 

Hours of operation 

Time zone 

Hourly rates, per-project fees, rush fees 
Contract arrangements 

Noncompete and confidentiality agreements 
Payment methods 

Availability 


Gathering Information from Your Virtual Assistant 


After selecting a VA to work with, you need to gather some addi- 
tional information from the person, including his or her preferred 
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method of contact. The following worksheet is a list of information 
you should gather: 


Name: 

Address: 
Telephone number: 
Cell phone number: 
Fax number: 
E-mail address: 


Domain name: 
Instant Message IDs 


AIM: 
Yahoo!: 
MSN: 
Skype: 
Google: 
Other: 


Providing Your VA with Essential Information 


Your VA is likely to ask for your contact information and other 
details about your business. To be prepared to provide your VA 
with the requested information, draw up a list of programs you 
currently use to run your business along with the web sites and 
blogs on which you currently market your products and services: 


Programs you currently use to operate your business: 
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Web sites and blogs where you currently market and advertise 
products and services: 


Domain:___ Login:___ Password: ___ 
Domain:___ Login:___ Password: ___ 
Domain:___ Login:___ Password: ___ 
Domain:___ Login:__ Password: ___ 
Domain:___ Login:___ Password: __ 


You should also be prepared to answer any questions the VA 
may ask and provide additional information about your busi- 
ness. By answering the following questions, you can gather the 
most important information your VA will need to improve your 
business: 


How long have you been in the business? 

Do you have a business plan? 

Who is your target market? 

What are the geographical boundaries that define your market? 


Do you have a sales presentation? (Send your VA a copy so he or 
she can get to know your company better.) 


Are you actively monitoring your leads? If so, what system do 
you have in place to do this? 


Do you have action plans in place for marketing products and 
following up with clients? 


Who are your major competitors and what are their web site 
addresses? 
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How much time do you devote to your business on a monthly 
basis? 


Who takes over your business while you are away on vacation? 


Communicating with Your Virtual Assistant 


Delegation is about handing over the authority, and for many sales- 
people, this can be a scary concept, because you never know what 
will happen when you give up control. To make delegating tasks 
more comfortable for you and for your VA, provide detailed guide- 
lines that include the following: 


A detailed description of the task or project. 

An explanation of the desired end result. If the VA completes 
the project effectively, what will he or she be delivering to you? 
A deadline. 


An agreed-upon cost for the project or the hourly rate you 
agree to pay. 


VAs are tech-savvy, and that often means that you will need to 
adjust your communication skills accordingly and learn some new 
methods of collaborating with your VAs. Following are a list of 
communication methods that VAs commonly use when working 
with clients, and it helps to be skilled in all of these: 


Telephone: Just because VAs are usually on the Internet all 
day does not mean that they are phone-free. Most VAs have 
an office or home office phone number and a cell number, and 
sometimes nothing can replace an old-fashioned phone call to 
get your message across. 


E-mail: E-mail is probably the most effective communication 
tool a salesperson can use to stay in touch with a VA. You can 
send tasks, photos, product information, and anything else that 
might help the VA complete the task. 
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e Fax line: With the ease of sending a fax online from your com- 
puter via e-mail to your assistant with the click of a button, 
you no longer need the mess and fuss of paper fax machines. 


e Internet telephone: Emerging VoIP technology has allowed 
salespeople to provide their VAs with a virtual phone number 
where they can reach the salesperson at any time, no matter 
where he or she may be. This is great if your VAs are doing a lot 
of local calling and need to contact you at a moment's notice 
if an issue suddenly arises that requires your immediate atten- 
tion. You can find any number of Internet telephone providers, 
including Skype, Vonage, Packet 8, Sun Rocket, AT&T, Com- 
cast, and WideOpenWest. 


e¢ Webcams: Webcams enable you to have face-to-face telecon- 
ferences with your VA for a more personal touch. 


e Instant messaging: Instant messaging (IM) allows you to 
chat with your VA in real time—either by typing mes- 
sages or via voice or videoconferencing. The most popular 
instant-messaging program is AIM (America Online’s Instant 
Messaging), which you can learn more about at www.aim.com. 
You can find out more about Yahoo! Messenger at messen- 
ger.yahoo.com. A host of these IM programs are available, 
including Adium, Jabber, Ebuddy, Gtalk, Trillian, MSN 
Messenger, Skype, and ICQ. 


¢ Net meetings: You can set up a virtual office and hold a 
meeting on the Internet. You can even share your com- 
puter screen and applications with your VA for collabora- 
tive activities. Several Net meeting products are currently 
available, including WebEx (www.webex.com), GoToMeet- 
ing (www.gotomeeting.com), Web Conference, Vox Wire, and 
Global Conference Center. 


e Whiteboarding: Whiteboard programs allow you to hold 
a Net meeting and communicate via a shared whiteboard 
that appears on your screen and the screens of anyone 
else involved in the meeting. Whiteboarding is perfect for 
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brainstorming sessions, communicating to-do lists and setting 
priorities, discussing options, sharing images and diagrams, 
reviewing graphs and charts, and providing real-time visual 
training. 

e Shared files: Several online services offer free file sharing. For 
example, you can set up a shared spreadsheet on Google and 
give your VAs permission to view it or make modifications 
to it at their convenience. For details, visit Google’s Docs & 
Spreadsheets area at docs.google.com. 


= a SSS een 

Tip: If instant messaging, Net meetings, and the telephone sim- 
ply do not provide the level of connectedness you require, con- 
sider videoconferencing. While videoconferencing is a more ex- 
pensive technology to deploy, in recent years the price of staying 
connected has come down quite significantly. In addition, video- 
conferencing can save you loads of time, money, and energy that 
you currently spend on travel. To learn more about videoconfer- 
encing solutions and obtain a free consultation, visit the Face To 
Face Live, Inc. web site at www.f2fl.com. 


Of course, you can use any of the communication tools discussed 
in this section for much more than simply communicating with VAs. 
They are also useful for communicating with customers, clients, 
colleagues, business partners, and vendors and for communicating 
internally with team members and employees. 


The Times, They Are a-Changing—and So Should You! 


For traditional salespeople, working with a VA may seem like 
a scary proposition, but just take a look around. Everything is 
changing. More and more customers are heading to the Internet to 
gather the information they need to make well-informed purchase 
decisions. You will be spending more and more time marketing 
your services online, electronically communicating with clients and 
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prospective clients, and keeping up with the latest changes in the 
industry. 

It makes sense that you will also begin to start hiring employ- 
ees online. Never look at this change as a drawback. Embrace the 
change, learn how to use a VA as a valuable tool for building a 
scalable business, and you can harness the power of the Internet 
revolution to push your business into the twenty-first century. You 
will attain a level of success that previously you were able only to 
dream about. 


Q Assess your current situation to determine whether a VA 
could help you. Are you overworked? Are you making 
errors because you are taking on too much? Have you 
reached a plateau in your career? Any of these are signs that 
you need a visual (onsite) or virtual (offsite) assistant. 
Identify several tasks that you could safely delegate to a 
virtual assistant. 

Search various online virtual assistant directories (such as 
www.ivaa.org, www.vanetworking.com, www.elance.com, 
and www.revanetwork.com) to find VAs who offer the 
services you need. 

Interview a VA to make sure the person is right for the 
project or task that needs to be done. 

Gather contact information from the VA, so you can agree on 
the preferred means of communication. 

Provide your VA with the information and resources the 
person needs to do his or her job. This may include web site 
and blog addresses and login information, so the VA can log 
in and manage your web site or blog. 


(continued) 
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Q Clear communication is key to working effectively with your 
VA. Make sure your VA has a full understanding of what is 
expected and has the information and resources required to 


successfully execute. 

Get with it. The entire world is becoming more and more 
virtual, and a good portion of the workforce is moving 
online. By hiring VAs now, you will begin to reap the benefits 
immediately and be better prepared for the future. 


CHAPTER TWENTY 


MAKING RAIN: 
TAKING ON 
THE ROLE OF 
RAINMAKER 


A rainmaker is the person in an organization who is re- 
sponsible for generating the most business. As rain- 
maker, you are not responsible for harvesting the crop—taking or- 
ders and attending to all of the other details of running your office. 
Your job is to pull in enough business to keep the other members of 
your team busy and productive with the harvest. 

However, as rainmaker you are responsible for what you 
say, do, and imply. Make sure that you always underpromise 
and overdeliver—that you manage expectations right from the 
start—otherwise, your team will be bogged down managing un- 
happy clients and striving to achieve impossible goals. Make sure 
your enthusiasm is not the only thing on which your customers 
have to hang there hats. Salespeople are notorious for promising 
the moon so they can play hero to their customers, but you have 
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another world of people back at the office who have to deliver on 
those outrageous promises and meet those exaggerated expecta- 
tions. To be the hero rather than just playing the role and earn a 
long-term career with more clients then you can handle, always re- 
member: It’s not about making one sale; it’s about building trust, 
retaining clients, and earning referrals for a lifetime. 

When you begin to walk like a giant and sell like a madman, you 
have bigger shoes to fill, and you tower over the competition. You 
may not be bigger than your competitors just yet, but your ability 
to rise above them gives you a clearer view of the field and of where 
your industry and your customers are going. This “view from the 
top” empowers you to become a leader in the marketplace. 

In this chapter, I show you how to make rain by embracing 
change, viewing problems as opportunities, and becoming a vi- 
sionary leader rather than a scavenger feeding on whatever crumbs 
the competition leaves behind. 


Embracing Change 


You have probably heard it said that the only constant is change. 
This is true in sales more than in any other career. Almost every 
change in the world ultimately affects salespeople. Take a moment 
and consider a change that you have seen take place over your 
career: the growing popularity of the Internet, NAFTA, cell phones, 
the increasing cost of health care, the threat of global warming, you 
name it. Every single change in the world influences what people 
spend their money on and how they spend it. 
When change occurs, you essentially have three options: 


1. Fight it. Unfortunately, for many people, including salespeo- 
ple, this is the option of choice. They are so accustomed to 
doing things a certain way, that the discomfort from having 
to change causes them to resist even those changes that could 
ultimately improve their lives. 
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2. Accept it. Going along with the change even if you're not 
enthusiastic about it is a fairly good approach, enabling you 
to implement the change much more quickly and with less 
pain. 

3. Seize it. Seizing the change and making it work to your ad- 
vantage enables you to reap its full benefits and grow both 
personally and professionally. It keeps you on the leading, 
bleeding edge. 


In the following sections, ] encourage you to embrace change as 
a growth strategy. I reveal various ways to keep up with changes 
in your industry and changes outside your industry that affect the 
way customers shop for products and services. With the information 
that follows and the right attitude, you’re well positioned to ride 
the next big wave of change to increased sales and profits. 


Changes in What Customers Buy 


Tomorrow, today’s trendy products and services might seem so 
yesterday. Just look at what happened with video arcade games. One 
day, kids were hanging out at arcades and tearing each other up in 
Mortal Kombat; and the next day, once Nintendo came out with its 
first game console for the home, video arcades nearly vanished. If 
you sell pharmaceuticals, you are well aware of the effect that new 
wonder drugs can have on your sales. In real estate, we are often at 
the mercy of changing housing trends; during market downturns, 
for example, people may move out of their homes and decide to 
rent a place until the market recovers. 

As a Salesperson, you need to keep up with trends in the mar- 
ketplace, so these shifts in what customers are buying do not come 
as too much of a surprise. Read the industry journals regularly 
and keep up with the latest news, so you know which products 
and services are coming down the pipeline and can be better 
prepared for when they hit the market. In some cases, you may 
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be able to stay ahead of the curve by changing your product line or 
adjusting your focus to other products and services you currently 
have available. 

One way I have protected my business from the ill effects of a 
soft housing market is to have a cash-buy division that invests in 
properties. During market downturns, we can usually pick up some 
good deals on real estate and generate additional profits to cover 
the profits we are losing from declining home sales. You may not 
have similar opportunities in your industry, but chances are pretty 
good that you can make some adjustments, as long as you have 
enough advanced notice that a change is likely to occur. 


Changes in How Customers Shop 


Have you seen many door-to-door salespeople lately? Do you hear 
from many telemarketers? The door-to-door salesperson is an en- 
dangered species, fast on the way to becoming extinct. Likewise, the 
national do-not-call list has decimated telemarketers. Amazon.com 
and eBay have completely revolutionized the way many people 
shop, and Wal-Mart has put thousands of mom-and-pop retailers 
out of business. In the real estate industry, I have seen incredi- 
ble changes in the way people shop for and buy homes: More than 
25 percent of homes that are sold are now For Sale By Owner (FSBO), 
and 70 percent of people do some online research before consulting 
a real estate professional. 

The way customers shop for products and services is constantly 
changing. Now, if you don’t have some sort of Internet presence, 
you are losing business. If you are not serving the multicultural 
marketplace, you are missing out on an opportunity to tap into 
a $2 to $3 trillion market. If you are not where your customers 
shop, providing them with the information they need to make savvy 
purchase decisions, then you’re missing opportunities. 
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Stay in tune with where your customers are shopping and what 
they are doing while they’re shopping. You can obtain this informa- 
tion through the following sources: 


e Industry journals 

¢ General business journals 

e Customer surveys 

e Colleagues in your industry 


e Your own online data collection and analysis 


Saar SS Se a ae 
Tip: If you are selling products and services online, ask the 
company that manages your online store about any analytics 
tools it has available. Tools like this can gather and present very 
useful data, including the number of people who visit your store, 
which products and services they show interest in, how much 
time they spend on a particular page, and your conversion rates. 
By experimenting with the way you market products and services 
and then studying the effects they have on sales, you can improve 
your online marketing significantly. 


Changes in Your Industry 


Many things can affect your industry. Just look at the effect that 
smoking bans have had on bars and nightclubs, the effects that 
interest rates have on home sales and mortgages, and the effects 
that lawsuits have had on pharmaceutical companies. As a sales- 
person, any change that happens within your industry or that affects 
your industry is likely to have an effect on your sales, so keep your 
eyes and ears open for any news. 

Again, industry conferences and journals, general business jour- 
nals, colleagues, and various news media are great sources for find- 
ing out what’s going on in the world. Remember that any change 
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that takes place can directly or indirectly affect what your customers 
buy, how they buy it, and how you can most effectively sell it. Be 
prepared by keeping yourself posted. 


Viewing Problems as Opportunities 


Most people view problems as nuisances—obstacles they must get 
past. As a rainmaker, you need to view problems as opportunities. 
Name the biggest problem facing the world today: We have global 
warming, terrorism, hunger, pandemics, and fuel shortages to name 
a few. In every one of these problems are a host of opportunities to 
make billions, perhaps even trillions of dollars. 

Whenever you encounter a problem that is preventing you from 
achieving the sales volume or profits you desire, it is a pretty safe 
bet that your competitors and colleagues have or will encounter the 
same problem. This means that if you can solve the problem, you 
gain a competitive edge. 

You can gain even more of a competitive edge if you can recognize 
problems that your customers are having (and solve those problems 
for them) before your competitors become aware of them. 

Several years ago, I noticed a disturbing trend in the real estate 
industry. (Well, maybe you wouldn’t think of it as a disturbing trend, 
but many of my colleagues and I did.) More and more homeowners 
were “cutting out the middleman” by listing and selling their homes 
without the use of a real estate agent. At the time, about 25 percent 
of all homes were FSBO. Many agents refused to show FSBO homes 
or give FSBO sellers any information or advice. 

Itooka different approach: I sold FSBO kits to people who wanted 
to sell their homes on their own. I knew that a good percentage 
of these sellers would ultimately become frustrated and list their 
home through an agent. By offering these sellers some assistance 
and support, I won them over. When an FSBO seller eventually 
gave up and hired an agent, guess whom they hired. 

By viewing problems as opportunities, instead of denying the 
problem or blocking it out, your mind is open to creative solutions. 
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You Are the Visionary 


As rainmaker, you are a visionary, an inventor. You can’t be bothered 
with the daily chores of managing your business and hovering over 
the members of your sales team to make sure they do everything 
right. The master chef in a kitchen doesn’t cook all the meals. He or 
she comes up with the recipes and then instructs the other cooks on 
how to prepare them properly. 

Your job is to constantly absorb information and come up with 
innovative ideas for how to attract new customers, retain current 
customers, operate more efficiently, improve customer service, pur- 
sue new business opportunities, and explore other ways to generate 
more revenue for your sales team and your company. 


Keeping Track of What Works and What Doesn’t 


Not every new venture is going to work out quite as well as you 
had envisioned it. This is normal. To make it through the failures 
without beating yourself up over them, think of it in terms of a 
baseball batting average. If you’re batting .300 in baseball, you’re 
doing pretty well. A .300 average means you're getting on base a 
little less than once every three times at bat. In business, if you’re 
batting 300, you’re outstanding! Many businesses would be happy 
to have a 10 percent success rate. 

Instead of feeling bad about your failures, simply keep track of 
what works and what doesn’t. Do more of what works and less of 
what doesn’t, and eventually you'll see your batting average start 
to rise. 


Maintaining a Steady Rainfall 


Through the course of my career, more than one assistant, including 
my wife, has accused me of being not a rainmaker but a thunder- 
storm maker. 
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Once, I hired an assistant who said during her interview that she 
was quick on her feet, energetic, and a real problem solver. On her 
first day, just before she headed out to lunch, she sat down with me 
and asked, “Is it always like this?” She was obviously overwhelmed 
by the frenetic pace. 

Isaid, “No.” 

At the end of the day, she came in again. I asked her what she had 
meant when she asked earlier whether it was always like this. She 
explained that she wanted to know whether the office was always 
this fast paced. 

I laughed and said, “Oh. ... When I answered ‘No,’ I meant that 
it’s not always like this because we were having a slower-than- 
normal day.” 

The next morning, she called in her resignation. She said that 
during the previous day, she had to take one valium in the after- 
noon, one on the way home, and one before going to bed. She had 
applied for the position because her office was too slow. I guess she 
was looking for something in between a drizzle and light scattered 
showers. 

The moral of this story is that if you’re racing along at 200 miles 
per hour ona steady fuel supply of nitrous oxide, you need to realize 
that the rest of your team might be more comfortable cruising along 
on unleaded at 55 miles an hour. Your intensity level could quickly 
burn out your staff, making them run for shelter, hide under their 
desks, or head for the exits. 

As rainmaker, you need to maintain a continuing, productive 
pace: a steady rainfall. 


Final Thoughts 


You'll know that you are a rainmaker when you control the out- 
come. Notice that I didn’t say, “when you control what happens.” 
You cannot control what happens. You can’t control what your cus- 
tomers want or how they will shop for it. You may have only a small 
influence over the direction of your industry. You probably have no 
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control over local, state, national, or international economies. All 
of that external stuff is outside of your control, just as waves are 
outside of the control of surfers. 

How you ride the waves, how much fun you have, and ulti- 
mately how successful you are, however, is entirely up to you. I re- 
member the days when automotive companies in the United States 
were drastically cutting back on the number of car dealerships to 
streamline their marketing efforts. More and more consumers were 
obtaining their information online instead of relying on salespeople. 

As a result, some salespeople worked harder and put in longer 
hours. Thousands simply got burned out and moved on to sell dif- 
ferent products or change careers. The most resourceful of them, 
however, embraced the change. They created their own Web pages 
and mastered the technology. Some even created their own compa- 
nies to sell cars exclusively online. These were the salespeople who 
defined their own destiny. 


Q Instead of resisting change or simply accepting it, embrace it; 
this will help you grab market share from your competitors 
who hesitate. 


QO Be prepared to adjust to changes in what customers are 
buying, how they shop, and how they buy, and changes in 


your industry. 

Q Every problem is an opportunity. Just think about it: Every 
invention is a solution to a problem. 

Q As rainmaker, you are the visionary who needs to have the 
foresight to see opportunities before your competitors have 
the chance to capitalize on them first. 

Q Keep track of what works and what doesn’t; do more of 
what works and less of what doesn’t. 


(continued) 
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Q Set a productive pace that challenges both yourself and your 
team members without burning out your most talented and 


productive personnel. 

Q You'll know you're a rainmaker when you control the 
outcome, even when you are not in control of the 
circumstances or market conditions. 
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